American Tobacco’s 
President Implies a 
$21,250,000 Budget 
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New York, March 3—American | 2: 
Tobacco Co. handed in a flashy | 33: 


report card yesterday for its 1952 es 
operations, and President Paul M. | *::: 
Hahn delivered a brief defense of | 3: 


its advertising. 
Advertising is an essential part 
of the cigaret business, said Mr. 


Hahn, “without which the cost of | :::: 
manufacturing cigarets and their) :: 
price to the consumer would neces- | :*:: 
sarily be much higher than they |: 


are today.” 


His advertisement 

makes the assumption 
that you occasionally drink 
whiskey. 


We think it would be nice if 
on some of those occasions, 
you drank Custom Distilled 
Lord Calvert. 


“Considerable misinformation | 3: 


exists as to the cost of cigaret ad- | :: 
vertising. In spite of its compre-| ::::: 
hensive nature, your company’s}: 
cigaret advertising costs only about | «:::: 
one-third of a cent per package of si 


20 cigarets.” 


These remarks were delivered | :::: 
in a letter to stockholders, and | *::: 
were accompanied by the report |‘: 
which shows that American To-|::: 
bacco’s gross in 1952 was a record | :::: 


$1,065,738,454 (1951: $942,552,034) 


and its net was $34,068,963 in 1952) *:: 


compared to $33,109,669 in 1951. 


s Mr. Hahn’s remarks were highly 
significant. They indicate about 
what the largest tobacco company 
spends for cigaret advertising. 
Using Business Week’s figures 
(Continued on Page 8) 


Lord Calvert costs a little 
more, tastes a little better 
and adds a little more pleas- 
ure to living. We planned it 
that way, and we think you'll 
approve, when you try it. 


Lord Calvert. Blended Whiskey. 86.8 
Proof. 65% Grain Neutral Spirits. 
Calvert Distillers Corporation, N. Y. C. 


IT WOULD BE NICE—Cve, Fortnight and 

The New Yorker are scheduled for this 

Calvert Distillers Corp. ad which assumes 

“that you occasionally drink whisky.” 

Geyer Advertising, New York, is behind 
the new series. 


Cruttenden & Eger Principals Join 
Seeds with Most of Admiral Account 


Cuicaco, March 6—Edmond I. 
Eger and Harley B. Hobbs, co- 


owners of Cruttenden & Eger, have 


been elected v.p.s of Russel M. 
Seeds Co. in a major agency shake- 
up here. 

By far the largest account in- 
volved is that of Admiral Corp., 
Chicago. The $3,000,000 newspa- 
per, magazine and printed materi- 
als ad business for its TV and ra- 
dio divisions, handled by C&E for 
18 years, will be transferred from 
C&E to Seeds, effective Mav 1. 
C&E will keep the accounts for 
Admiral’s accessories and molded 
products divisions, and for Ad- 
miral International Corp. 

Admiral states that the new ar- 
rangement will have no effect on 
its TV and radio account with 
Erwin, Wasey & Co., which will 
continue to handle its advertising 
in those media. In fact, it points 


Eisenhower to Name 
Hyde to Head FCC; 
Howrey Joins FTC 


WASHINGTON, March 6—Presi- 
dent Dwight D. Eisenhower is ex- 
pected to name Rosel Hyde chair- 
man of the Federal Communica- 
tions Commission. 

The appointment is simply a 
rotation of authority, since the 
new chairman has been a member 
\of FCC since 1946 and has been 
vice-chairman during the past 
year. 

Commissioner Paul Walker, 
whose term expires at mid-year, 
went through the formality of re- 
| linquishing the chairmanship when 
the new administration took office. 


| Think ‘Sex Has 


| 


to a recent expansion: Starting)" The President also nominated 
March 12, under Admiral sponsor- | Edward F. Howrey, a Washington 
ship, Mutual radio will present re- attorney, as successor to Federal 
cordings of Bishop Fulton Sheen’s | Trade Commissioner John Carson. 
weekly television talks. The pro-| Mr. Howrey is 49 and a member 
gram will run on Thursdays at|Of the firm of Sanders, Gravelle, 
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Its Place, But’ 


_ Newark, March 4—Sex has its. 
place but not in industrial adver- 
tising. 

That was the consensus of two 
panels, one on industrial exhibits 
and the other on business paper 
advertising, at an all-day meeting 
here yesterday of Industrial Mar- 
keters of New Jersey, local chap-| P 
ter of National Industrial Adver-_| 
tisers Assn. 


. : rey 
In justice to all concerned, it wave 4 COKE?—This mysterious ad makes 


= ,. ¢. 2.4 
UAT 1 Led 
read 


if |should be made clear that indus- sense to newspaper readers in Teheran, 


trial advertising men are just aS| tran, who know that it says something 


4 | appreciative of the curvaceous like “Buy a Perfection Oil space heater.” 
% charms of feminine pulchritude as !* was placed by Medana Trading Co., 


| 
| Shipping Problems Loom Large at 
’ American Retail Federation Meeting 


hoes distributor for Perfection Stove Co., 


(Continued on Page 67) Cleveland. 


WASHINGTON, March 5—Mem-| Eisenhower dropped in for a word 
bers of the American Retail Fed | of greeting. ; 
eration today got a glum picture! In a nostalgic mood, the Presi- 
of the outlook for shipments of dent recalled the corner store 
small parcels. | eaeene barrel which was a fea- 

Retailers attending the associa-| ture of American life in earlier 
tion’s annual meeting heard Paul | days. 

Brown, assistant to the president | He asked the retailers: What 
of Sears, Roebuck & Co., declare| are you doing to give kids—from 
that parcel post service is less sat-|6 to 12—some memories to hang 
isfactory than at any time in the! on to? 

past. Philosophizing that “man does 

In addition, he warned that the} not live by bread alone,” the Pres- 
Railway Express Agency appears ident commented that TV pro- 
to have “lost the capacity to meet grams and a Christmas Santa 
the conditions which exist today.” Claus aren’t enough. He expressed 

hope that “the retailers of Ameri- 
s The session on shipping prob- ca are not forgetting to sell mem- 
lems was a feature of a two-day | ories.” 
meeting which included a “Presi- | 
dential luncheon” and a “congres- @ In a lighter vein the President 
sional dinner.” | thanked the association for giving 

At this noon’s “Presidential | him the opportunity to take a few 
luncheon,” President Dwight D.! (Continued on Page 70) 


Last Minute News Flashes 
Martha White Shifts Account to Noble-Dury 


NASHVILLE, March 6—Martha White Mills Inc. (formerly Royal, 
Barry-Carter Mills Inc.) has appointed Noble-Dury & Associates here 
to handle advertising for its flour and other food products. The account 
was formerly split between Griswold-Eshleman, Cleveland, and Crut- 
tenden & Eger, Chicago. H. B. Hobbs, who serviced the account for C&E, 
says that the shift has nothing to do with the announced departure of 
C&E’s co-owners (see story on this page). “Martha White just wanted 
a local agency,” he explained. 


Vitamin Corp. Names Biow for New Product 


New York, March 6—Vitamin Corp. of America, Newark, has ap- 
pointed Biow Co. to handle advertising for a new product, Calometric 
| Weight Control. Selling at $3.50 for a ten-day supply, Calometric be- 
| gins a four-week test campaign early next month in Los Angeles and 


| San Diego. Newspapers and TV spots will be used. 


8:05 p.m. |Whitlock & Howrey. He has 


specialized in anti-trust law dur- | Erwin, Wasey to,Handle Gilbert Toy Advertising 


= As v.p. for Seeds, Mr. Eger will|ing his 25 years of practice. 
continue to handle the Admiral, In submitting the nomination, _N&wW Haven, March 6—A. C. a Co., reyes of ee 
TV and radio accounts. Pierre F. the President did not indicate American Flyer trains and other toys, has named Erwin, Wasey & Co. 


Shocherer, former copywriter for other Republican member, Com- | Charles W. Hoyt Co. 
pons oe er aaa will also | missioner Lowell Mason, will be Lever Bros. to Intro d uce N ew Kin d of Litebuoy 


‘designated as chairman. : . , : 
It is expected that other ac- | The choice of chairman rests) New York, March 6—Some time this spring Lever Bros. Co. will | 


March 9, 1953 
Volume 24 » Number 10 
15 Cents a Copy « $3 a Year 


CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE. 7-1336 
NEW YORK 17 

801 Second Ave. » MU 6-8180 


Thiele Tells Why 
Tea Council Has 
Switched to TV 


Burnett Exec Reveals 
1952 Test Proved TV 
Most Effective Medium 


New York, March 4—Tea Coun- 
cil advertising for iced tea—which 
last year appeared in Life and on 
24-sheet posters—will be switched 
to television in 1953. 

Edward M. Thiele of Leo Bur- 
nett Co., Chicago, told the mid- 
year meeting of the Tea Assn. of 
the U. S. A. here yesterday the de- 
tailed story behind the media 
switch to one-minute and 20- 
second TV spots which will be 
seen as often as 12 times weekly, 
three times a week on Dave Gar- 
roway’s “Today” (NBC). 

Last August, at the close of the 
iced tea drive in Life and on 24- 
sheet posters—‘“a successful one” 
—a study was made to determine 
the effectiveness of these media, 
plus television. 


= “The study consisted of inter- 
views with 1,939 individuals in 
five cities,” said Mr. Thiele. “The 
results of this study confirmed that 
television was outstanding in its 
results for tea. People not only 
remembered the TV advertising, 
but it proved to be a means of get- 
ting across a more comprehensive 
sales story—more convincing argu- 
ments for drinking iced tea. 

“Moreover, the rapid growth of 
TV is bringing it larger and larger 
audiences. The growth is such that 
a TV program broadcast next sum- 
mer will overcome any seasonal 
drop in summer rating, and a giv- 
en program will reach about the 
same number of people in July as 
it did this winter.” 

Mr. Thiele expects about the 
same saturation for iced tea as was 
achieved with the hot tea TV drive. 
In New York, spots reached 52% 
of the families once or more a 
week, in Chicago 60%, in Cleve- 
land 71%. 


® He said 45 markets will get 
iced tea TV advertising, including 
New York, Chicago, Detroit, Cleve- 
land, Los Angeles, New Orleans, 
San Antonio, Memphis, Philadel- 
phia, Pittsburgh and Boston. 

The problem of the sales mes- 
sage to be used, he said, was one 
of discrimination because of the 
wealth of copy material available. 
Some of iced tea’s advantages were 
listed: non-fattening, refreshing, 
“cools you all the way down,” 
quenches thirst completely, eco- 
nomical, stimulating, “leaves clean 
taste in mouth,” not filling, good 
for the whole family. 

To find out which appeal would 
be most successful, a series of five 
ads was developed as research 
tools. Each presented the iced tea 
story in a slightly different man- 
ner. The ads were shown to 400 


: ’ ‘with the President, and is not launch a new kind of Lifebuoy soap with Puralin, to compete with | people, 200 in a northern market 
po gs Aloe igae ay Mh ago ae AB to Senate approval. germicidal soaps such as Dial. The new product will probably sell and 200 in a southern. 

the Seeds organization, bringing) Mr. Hyde, born in Idaho in for less than germicidals currently on the market. Extensive promotion, The first choice and clearly 
its annual billing to more than 1900, has been in government since is expected through Sullivan, Stauffer, Colwell & Bayles. iced tea’s major appeal was found 
(Continued on Page 4) (Continued on Page 4) (Additional News Flashes on Page 71) (Continued on Page 67) 
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Frozen Food Industry Worries Over 


RE ieee 


‘Too Much Growth,’ Too Many Brands 


Cuicaco, March 4—“Too much | Africa, Israel or Italy,” he said. 


growth for its own good” is the 


lament of members of the frozen 
food industry gathered here for a 
four-day convention. 

Although celebrating a year of 
record retail sales and anticipating 
a new record in 1953, the frozen 
food men were impressed with the 
fact that, as a leading distributor 
put it, while “the nation is op- 
erating in a high level economy, 
yet the frozen food field is in a 
depression economy.” 

The blame was almost universal- 
ly laid on the current intra-indus- 
try price war. 

It was pointed out that the in- 
dustry now has too many brands, 
too many prices and too many 
specials, such as packer-retailer 
direct deals, home freezer food 
plans, etc. A series of mergers and 
consolidations is expected by most 
members of the industry. 


= Advertising was not given much 
direct attention at the convention, 
though it hovered close in the 
background of talks on price-cut- 
ting. There was considerable feel- 
ing that, with price demarcations 
between advertised and non-ad- 
vertised brands fast disappearing, 
the advertised brands were not get- 
ting the reward they should for 
publicizing frozen foods. 

E. J. Watson, v.p. of Pictsweet 
Foods Inc., Mt. Vernon, Wash., 
took a somewhat different tack. 
He denied that name-brand prices 
were being forced too low, assert- 
ing instead that the B-grade 
(“19¢") brands were over-priced 
by about 20%. He called for a 
“realistic pricing policy,” but he 
seemed to feel that if anyone was 
going to be seriously hurt in the 
current “price debacle” it would 
be the lower-grade brands. 


s E. W. Williams, publisher of 
Quick Frozen Foods, estimated that 
in 1953 both large and small food 
packers would spend $15,000,000 to 
$20,000,000 on national advertis- 
ing, most of it in newspapers. 
Asked about the progress of 
frozen foods in Europe, he said 
that such countries as England, 
France, Holland, Belgium, Norway 
and Sweden were wide open for 
frozen concentrated juices. “The 
field just awaits some alert packer 
to ship the products over there or 
else start a plant in Spain, North 


ADA Starts TV Spot 
Ettort in Chicago 


Cuicaco, March 4—The Amer- 
ican Dairy Assn. this month started 
a test spot television promotion 
for dairy products over WNBQ 
which will run through August as 
the “biggest dairy food promotion” 
in Chicago’s history. 

If successful, the promotion will 
be extended to other areas. It 
consists of 10-second spot an- 
nouncements through the day and 
evening for a total of 26 or more 
such spots a week. 

The campaign has been divided 
into two-week segments, each of 
which will be devoted to the pro- 
motion of a single product. These 
products are milk, butter, cream 
and whipping cream, cottage cheese 
and ice cream. 

The breakdown into two-week 
segments is calculated to permit 
local producers and retail grocery 
operators to tie in with the pro- 
motion. 

All of the announcements will 
be live. ; 

ADA is supported by the Pure 
Milk Assn., a national group of 
milk producers and dairy farmers. 


Campbell-Mithun is the ADA 


agency. 


He also declared that the com- 
pletely catered, frozen meal is 
| just around the corner. The public 
will soon be able to get a meal for 
two, including say, fried chicken, 
french fried potatoes and peas for 
not much over a dollar, he pre- 
dicted. 


@ The frozen food packers an- 
nounced at the convention that 
they will launch the first phase 
of a five-year research program to 
determine and publicize the nutri- 
tive value of frozen fruits, juices 
and vegetables. Carried on through 
grants-in-aid to universities, the 
project will eventually cost about 
$200,000. 

What gives the move special 
significance is the United Fresh 
Fruit & Vegetable Assn.’s decision 
a month earlier to conduct a strik- 
ingly similar research and educa- 
tion drive on fresh products (AA, 
Feb. 2). 

Published reports of the frozen 
foods project will be directed to- 
ward home economists, teachers, 
dieticians, physicians, dentists and 
military officials, it was announced. 


® Consumers are showing more 
interest in tin packaging for 
frozen foods than are the packers 
and distributors, according to W. 
Ed Booker of Winter Garden Co., 
Knoxville. 

His remark was part of a panel 
discussion on packaging in which 
it was generally agreed that the 
trend is toward more tins for 
frozen fruits, while vegetables will 
continue to be packaged in fibre 
cartons. The trend also is toward 
the smaller 10-0z. package for both 
classes of product. 


8 Most frozen foods will be car- 
ried by truck five years from now, 
if the industry continues to im- 
prove its efficiency in handling 
products, according to a post-con- 
vention statement of Howard G. 
Dick, sales executive for Minute 
Maid Corp., New York. 

Mr. Dick’s prophecy was part of 
a speech made at the National 
Transport Vehicle Show & Fleet 
Maintenance Exposition, in New 
York. He also mentioned four ma- 
jor problems facing the trucking 
industry: proper insulation of car- 
riers, correct air circulation, re- 
search in loading and handling 
techniques, and driver training. 

Mr. Dick announced at the meet- 
ing that Minute Maid may produce 
more than 12,000,000 gallons of 
frozen concentrate this year. 


® A clown circus show, presented 
during the convention by Sun- 
kist Growers Inc., Los Angeles, 
marked the completion of Sun- 
(Continued on Page 73) 


irha HARDWARE WEEK April 17 thru 25 


| 
| 
| 
| 


| 


HARDWARE WEEK—The April 18 issue of 

The Saturday Evening Post will carry this 

Hegre page for the Independent Re- 

tail Hardwaremen of America, launching 

| its annual Hardware Week promotion (AA, 
Jan. 19). 


CLEAN CAMPAIGN—Gov. Dan Thornton of Colorado (left) got some help from 
Hoover Co. in carrying out the terms of an election bet he made with Gov. J. 
Bracken Lee of Utah (right) that Colorado would turn out a higher percentage of 
registered voters last November. Hoover supplied this jumbo vacuum cleaner to loser 
Thornton to use as janitor of the Utah capitol building for one day. 


Abbott's McCurry 
Tells of Rewards 
from Direct Mail 


CuicaGco, March 4—Techniques 
used by “the Tiffany of direct 
mail advertising” were described 
before the Advertising Executives 
Club here last night. 

R. Blayne McCurry, assistant 
advertising manager for Abbott 
Laboratories, North Chicago ethi- 
cal pharmaceutical house, gave the 
executives an awesome picture of 
the rewards of direct mail in Ab- 
bott’s highly specialized, highly 
educated market, consisting of 
175,000-plus physicians and spe- 
cialists. 

Mr. McCurry said that Ab- 
bott sends out 5,000,000 mailings 
per year, devoting over 50% of its 
$3,000,000 annual budget to direct 
mail. Returns during two six- 
month test periods averaged about 
11%, with the range for all prod- 
ucts being 5-19%, he said. He cited 
one mailing of 169,000 pieces on 
Nembutol, a product 23 years old, 
in which Abbott got back 32,000 
requests for samples, a 19% re- 
turn. 


@ Mr. McCurry declared that Ab- 
bott sends out mailings nearly ev- 
ery day of the week to lists rang- 
ing in size from 1,000 to 175,000, 
and he estimated that every phy- 
sician is hit at least twice a week. 

The problem with Abbott, he 
says, is to decide which of its 1,- 
000 products to advertise. The list 
is apparently cut to about 20 prod- 
ucts, with large-volume staple 
products being left to direct sell- 
ing. For each of the designated 
products separate mailing cam- 
paigns are conducted, having sep- 
arate budgets and using specially- 
tailored lists. 

Continuity themes are a vital 
part of Abbott’s advertising. Mr. 
McCurry pointed out that a single 
theme has been used in the mail- 
ings on one product for six years. 
Another four-color broadsheet 
now running uses one theme to 
demonstrate the 44 different uses 
for Nembutol. 


# Also important in dealing with 
busy people given to discarding di- 
rect mail unopened is the envel- 
ope, Mr. McCurry said. “We use 
many teasers on envelopes,” he 
told the admen, “including mes- 
sages to ‘Miss Office Assistant’ 
asking her to pass the mailing 
along.” 

Asked about Abbott’s wide- 
famed use of art and full color, 
Mr. McCurry said that “the only 


extravagant direct mail is that! 


(Abbott’s sales have gone from 
$10,000,000 to $85,000,000 in 15 
years.) 

As for Abbott’s predilection for 
original and modern art, Mr. Mc- 
Curry pointed to the special prob- 
lem in attracting people known to 
be busy, critical by training, and 
educated to be interested in 
“what’s new.” 

“Our chief rule is to try to 
break the rules,” he said. 


Movie-TV Ad Films 
to Add 3-D Process 


HOLLYwoop, March 4—With 
three-dimensional movies making 
a big splash about the country, and 
three-dimensional TV a possibility 
soen, at least one maker of theater 
and TV spots is ready to help ad- 
vertisers take the plunge. 

Five Star Productions Inc. has 
signed for exclusive advertising 
use of the new Dunningcolor 3-D 
cameras. This means the company 
can offer both color and depth 
commercials to advertisers who 
want them. 

Production will be in 35mm, 
geared to the 12,000 theaters in 
the U.S. presently using commer- 
cial minute films. The films can 
also be used in a normal projector 
by use of a single negative for 
theaters not equipped for 3-D. Sin- 
gle negatives also can be reduced 
to 16mm bé&w for television use. 


s Harry Wayne McMahan, presi- 
dent of Five Star, reported that 
“the Dunning experts assure us 
that 3-D television, utilizing polar- 
oid glasses, will be available before 
the end of the year...We consider 
the process far more effective on 
short length films than for feature 
productions and that will be its 
first demand on TV.” 

The films also can be used for 
dealer meetings, institutional and 
industrial uses, etc., either in 3-D 
or conventional projection and 
b&w or color. 


Gladding. McBean Alters Sales 


Gladding, McBean & Co., Los 
Angeles manufacturer of earthen- 
ware and china dinnerware, has 
completed reorganization of its 
sales division. A. R. Said, admin- 
istrative assistant to J. W. Ma- 
honey, v.p., has been promoted to 
sales manager of the Franciscan 
dinnerware division. Philip C. 
Starr has been named manager of 
field sales. John J. Starr has been 
appointed staff assistant to Mr. 
Said. 


U. S. Plywood Names Howard 


United States Plywood Corp., 
New York, has appointed E. T. 
Howard Co., New York, to handle 
advertising of Kalistron wall cov- 
ering. This is in addition to other 


which doesn’t get sales results.” | 


products now handled by Howard 
which include Flexwood, Weld- 
wood glue, Firzite and Satinlac. 
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Justice Department 
Backs Up Capital's 
Captive Bus Riders 


WASHINGTON, March 4—Bus and 
streetcar riders who have been 
trying to force the Federal Com- 
munications Commission to con- 
sider the legality of broadcasting 
in public transit vehicles got un- 
expected moral support from the 
Department of Justice today. 

In a brief filed with the U. S. 
court of appeals here, the Depart- 
ment of Justice refused to back up 
FCC’s order which held that 
transit riders are not a party of 
interest in commission procedures 
leading to license renewals for 
transcasting stations. 

Instead, the department told the 
court the transit riders have raised 
a “novel and difficult question,” 
and that full consideration of the 
issues might indicate the commis- 
sion is required to let the public 
present any information it may 
have which would indicate wheth- 
er the transcasting station is oper- 
ated according to the public in- 
terest. 


# Transit riders lost in the Su- 
preme Court when they tried to 
force the Public Utilities Commis- 
sion to ban broadcasts from Sta- 
tion WWDC-FM to buses and 
streetcars of Capital Transit Co. 

Subsequently they asked the 
FCC to refuse a license renewal 
for WWDC-FM. Last August the 
commission ruled that transit rid- 
ers are not a party of interest in 
the sense required for participa- 
tion in broadcast hearings and 
granted WWDC-FM’s_ renewal 
without a hearing. 

In appealing to the courts, trans- 
it riders argued that the FCC dis- 
torts the law when it narrows 
“party of interest” to those whose 
financial welfare might be ad- 
versely affected by a renewal. 


s In its brief today the Depart- 
ment of Justice agreed that per- 
sonal interests are also a worthy 
basis for challenging the decision 
of an administrative agency. 

While the department says FCC 
hearings can’t be thrown open on 
an unrestricted basis, it told the 
court there should be a reasonable 
test: “Is the impact of the order 
challenged so real, direct and sub- 
stantial that the right to be heard, 
extended by Congress to persons 
adversely affected, ought, in com- 
mon fairness and in common sense, 
to be held to run to the particular 
complainant?” 

In their appeal, transit riders 
declare they are “caught like a rat 
in a trap,” compelled to listen to 
programs, and that forced listen- 
ing is injurious to their health. 


Bippart Boosted to Ad Head 
of ‘Architectural Forum’ 


Herbert Bippart, advertising 
sales representative for Time for 
22 years, has been 
promoted to ad- 
vertising director 
of Architectural 
Forum. He suc- 
ceeds George P. 
Shutt, who has 
headed the ad- — 
vertising depart- © 
ment for 20 years. © 

Mr. Shutt now 
shifts to Time 
“for a special as- 
signment in the 
New York office 
as building specialist.” 


Two Name Riedl! & Freede 


Sherwood Lighter Co. New 
York maker of cigaret and cigar 
lighters, has appointed Riedl & 
Freede, Paterson, N. J., to handle 
its advertising. Consumer and 
business publications will be used. 
William G. Seidenbaum & Co.,for- 
merly had the account. The agen- 
cy also has been named to direct 


Herbert Bippart 


advertising for Toscony Fabrics 
| ae New York. Samuel Croot Co. 
was Toscony’s agency. 
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Dailies Admen 
Express Concern 


-s we 
Over Television  -v™'ne 
St. Josepu, Mo., March 3—Worry 
over the effects of television on, SEI 9 
newspaper advertising revenues| © 
blanketed the sixth annual News-. Sp 


paper Advertising Clinic at the 
University of Missouri school of | 


LENTEN FARE—The Texas Rice Promotion Assn. is urging more rice-eating this Lent 


jounalism here last week. 
But hopes ran high, in all the 
sessions, that salesmanship and 


more promotion could keep news- | 


papers in the running, and helped 
cheer the newspaper admen. 

Bert Stolpe, director of pro- 
motion and public relations for the 
Des Moines Register and Tribune, 
saw television’s greatest threat to 
come when telecasts are in-color 
and TV sets are as numerous as 
radio receivers. Then, he _ said, 
television might become the na- 
tion’s most powerful transmitter 
of information, education and en- 
tertainment to large numbers of 
people. 


® However, he added, there are 
no insurmountable problems ahead 
for newspapers that provide ex- 
cellent delivery service, are sharp- 
ly edited, well promoted and vigor- 
ously sold. 

“It is a well established fact,” 
he said, “that no other medium can 
replace the newspaper as a basic 
family information instrument in 
the American home.” 

Declaring that newspapers are 


still the most undersold product | 


manufactured today, Mr. Stolpe 
said there is a “very definite need 
for re-study of how well we sell, 
service, and satisfy the American 
people. There must be improve- 
ment in service and some changes 
in the handling of news content 
in the future due to the reading- 
time factor.” 

Research, which a few years ago 
was regarded as a long-hair in- 
accurate practice, must now be 
placed in its true perspective, he 
said. 


= “More newspapers must do 
readership studies than ever before 
if we are to meet our competition 
effectively,” he added. “There is 
little doubt that astute publishers 
have adopted new and improved 
techniques in accordance with the 
trend of modern business neces- 
sity. We definitely must sell ad- 


vertising at space rates commen-| 
surate with the productivity of 


newspaper advertising. Newspa- 
pers as a whole must stop selling 
advertising at bargain counter 
rates and adjust them upward.” 

Charles M. Hildner, western re- 
tail manager, Bureau of Adver- 
tising, ANPA, asserted that the 
retailer is being neglected by the 
16,000 persons selling newspaper 
advertising. 


“Newspapers haven't done the, 


job of showing retailers the value 


of placing newspaper advertising | 
on the local level and the national | 


level at the same time,” he said. 

Referring to a recent survey in 
which more than 50% of the re- 
tailers questioned wanted TV ad- 
vertising in contrast to 34% for 
radio and 15% for newspaper ad- 
vertising, he added, “We have got 
to put the newspaper back in its 
proper position.” 


a J. M. Stafford Jr., advertising 
and publicity director, Kansas City 
Power & Light Co., felt that the 
newspaper is approaching a new 
day of importance as a news and 
advertising medium. The readers 
feel a need of getting more “depth” 
to their understanding of current 
events, he.said. He suggested that 


newspaper advertising and edit- 


with posters like this in northern and eastern markets. The association's agency is 
| Wilkinson-Schiwetz & Tips, Houston, and Western Printing & Lithographic Co., St. 
Louis, produced the poster. 


Sponsored Magazines 
—a Big Business Now 


Circulations Run into building, renovating and maintain- 
|ing s home. 


Millions; Whole Cost | Although the latest, “Colorful 


Oft . Living” is by no means the largest 
en Paid by Dealers of the sponsored consumer maga- 
By Lambert S. Botts 


zines. The largest in circulation is 
/U. S. Gypsum Co.’s “Popular 
Cuicaco, March 5—Dealer-com- Home,” with 3,500,000 copies dis- 
pany sponsored magazines for con- tributed eight times a year. U. S. 
sumers constitute a big and grow-| Gypsum also issues “The Business 
ing business—without doubt the of Farming,” which has 2,000,000 
biggest recent development in the circulation eight times a year. 
field of “house” publications, and 
a type of product which vies in-|s Second largest in the field is 
creasingly with the national con-| probably Prudential Insurance 
sumer magazines for general read- Co.’s “Prudential Family,” with 
er attention. | 2,500,000 copies. This semi-yearly, 
The latest one to bow, “Colorful | 20-page offset magazine of digest 
Living,” will be issued in April size is distributed by the company’s 
by Armstrong Cork Co. This 16- | agents to policyholders and pros- 
page 8x11” magazine will have pects as a “door opener” and good 
a starting circulation of 1,000,000| will builder. Mutual Benefit 
copies through Armstrong dealers.| Health-Accident Assn., Omaha, 
'also issues a large consumer mag- 
= It will be issued eight times a azine, “Mutual Moments,” with 
year and is being printed by 2,000,000 circulation. 
American Colortype Co., Chicago. | Other leaders in the field in cir- 
It will go to home owners and will culation include three Ford Motor 
carry articles of general interest on | (Continued on Page 42) 


Mr. Stafford also advocated greater 
cultivation of local advertisers 
with emphasis on continuity and 
repetition, which he said are basic- 


Clock Radio Drive 
lly at the heart of effective ad- 
“=e |e nee 


Robert C. Dawson, ad manager, | 
Stix, Baer & Fuller, St. Louis de-| 
partment store, said his firm is 


Crosley to Break 


CINCINNATI, March 4—Crosley 

division of Avco Mfg. Corp. will 
_introduce a series of three new 
“entirely uninterested in television clock radios with a consumer ad 
as an advertising medium” as it campaign breaking Sunday, March 
is too costly for most retail stores. | 22. 
“Our clientele is middle class and Four-color, 1,000-line ads will 
up, and newspapers cover a greater | appear that day in the Metropoli- 
| mass of potential buyers for us,”’|tan and Pictorial Review supple- 
he said. His company relies almost| ment groups and in the magazine 
entirely on newspaper advertising.|and comics sections of 29 other 
key city newspapers. 

Supporting the drive will be a 
spot on the Jerry Mahoney-Paul 
Winchell NBC television show, 


# Mr. Dawson expressed hope that 
newspapers would do a better job, 
typographically, and stressed the 


need for investment in more ade- 
quate type for newspaper advertis- 
ing. He also said color advertis- 
ing is too expensive and “still in 
the dark ages,” and criticized 
newspaper makeup that permits 
a patent medicine ad next to de- 
partment store advertising. 

John M. Lamoureux, v.p., War- 


wick Typographers Inc., spoke at 


“What’s My Name,” and four-col- 
or pages in Country Gentleman, 
Ebony, Farm Journal, Household, 
Pathfinder and Progressive Farm- 
er. 

In addition, dealers will back 
the drive with cooperative adver- 
tising in 150 cities and trade ad- 
vertising will appear in Appliance 
Digest, 


'a dinner concluding the clinic. He| Jeweler’s Circular-Keystone, Re- 


lamented that “the typographer is} 
getting to be a rare bird.” He em- | 
phasized that type should be used | 
to make it easy and simple for the | 
reader to grasp the main point, | 
'rather than to impress him with | 
the typesetter’s ingenuity. Mr.| 
Lamoureux said “most typesetters | 
today are more mechanics than) 
typographers.” 
Super-Tomic to Elmer Ayer 
Super-Tomic Products Co., mak- | 
er of a new fast-action film, has | 
appointed Elmer W. Ayer Adver- | 
tising, Hollywood, to handle its ad- | 
vertising. 


Columbia Shifts Nilson 


| John Nilson has switched from 


tailing Daily and Television Re- 
tailing. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Opens Cleveland Office 
Crowell-Collier Publishing Co. 
has opened an office at 925 Euclid 
Ave., Cleveland. Thomas K. Reis, 
who has been with the Chicago of- 


fice, is in charge. Fred Johnson | 


represents American 
Michael W. Gradle represents 
Woman’s Home Companion, and 
Fred V. Davis Collier’s. 


Detroit Branch Opened 


American Home Magazine Corp. 


Electrical Merchandising, | 


Magazine; | 


$250,000 Heidi Bread Promotion Features 
‘Unarmed TV Cowboy in Cahoots with Parent 


| WasHINGTON, March 5—Giant 
'Food Stores, which operates 24 
‘supermarkets in this area, 


launched a $250,000 bread promo- | 


| tion this week around a mild-man- 
nered television cowboy “who nev- 
er wears a gun.” 

The central figure in the pack- 
/age deal, reported to be the larg- 
est time-talent-merchandising and 
promotion deal in broadcast his- 
tory here, is Pick Temple, an ex- 
Census Bureau employe who reg- 
istered a spectacular success with 
the younger set by singing folk 
songs and offering friendly ad- 
vice. 

Since he first appeared on 
WTOP-TV here two years ago, 
Pick has had a number of spon- 
sors. But during the next 12 
months he is to appear seven 
times.a week exclusively for Heidi 
bread, the brand sold in the Gi- 
ant stores. 


® Pick tells the kids he doesn’t 
wear a gun “because everyone is 
my friend.” His chatter attempts 
to help mothers by _ inducing 
children to do the kind of things 
mothers always want their kids to 
do. 

At the close of each show, there 
is a special message from Pick. 
During the opening week, for ex- 
ample, he has been saying: “Heidi, 
partner. If you do something you'll 
be proud to show, you won’t have 
to show off.” Others are “Always 
play fair in games and you'll al- 
ways be invited to play,” and “To 
be a good leader you have to be 
good at following orders.” 

Robert S. Maurer, account ex- 
ecutive and television director for 
Henry J. Kaufman & Associates, 
which represents Giant, explains: 
“As you can see, our copywriter, 
Mrs. Edna S. Snyder, has a six- 
year-old of her own.” 


@ Washington’s home town cowboy 
competes with the top nationally 
known cowboy figures in a battle 
of western heroes for the bread 
trade. 

Only 75 minutes after Pick did 
his initial broadcast for Heidi last 
Sunday, Gene Autry, in person, 
went before the WTOP-TV cam- 
eras to open a big drive for Sun- 
shine bread, put out by Quality 
Bakers. 

In addition to Pick and Gene, 
end labels on bread in grocery 
stores here also feature the Cisco 
Kid (Country Fair bread) and 
Hopalong Cassidy (Bond bread). 
Ducking the bullets of the cow- 
boy battle is Holsum bread’s Mick- 
ey Mouse, sans horse, sans gun, 
sans guitar, but spurring the sale 
of bread just the same. 


s Pick Temple’s program is an 
hour and three quarters six days 
a week, 4-5:45 p.m., and an hour 
and a half on Sundays, 11 a.m.- 
12:30 p.m. The Gene Autry effort 
for Sunshine bread is supported 
by Quality Bakers on Saturday 
mornings via a half-hour moppet 
show on WTOP-TV called “Ask It 
| Basket.” 


Giant’s Pick Temple promotion | 


centers around recruiting members 
for Pick’s “Giant Ranger” organi- 
zation. Rangers get buttons and 
| health charts, among other things, 
|and Giant’s initial order for each 
was 45,000. 

A wide variety of end labels, all 
featuring Pick, are used along 
with heavy point of sale merchan- 
| dising, including life-size photos 
of Pick holding a loaf of Heidi, in 
every Giant store. 

One of the consistent elements 
‘in the promotion is the effort to 
‘identify Giant’s advertising with 
‘parents’ needs and wishes. 


has opened a branch office in the, 


Penobscot Bldg., Detroit, with Ed- 
ward F. Sullivan as manager. Mr. 


ing would have to be improved to| CBS Radio spot sales to CBS Tele- | Sullivan was with the Chicago of- 


meet the “new day” developments. 


vision western sales in Chicago. 


fice. 


® There are no box tops or end 
labels to send in. Children or par- 
ents simply pick up a pre-ad- 


dressed business reply card at any 
Giant store. No purchase is re- 
quired. 

The health chart, a membership 
/card with the ranger pledge, a let- 
| ter of welcome and a Pick Temple 
“Ranger Cowhand” button are 
mailed to each new member. 

He keeps the chart for one 
month and it is then counter- 
signed by mother—known as the 
“Bunkhouse Foreman”’—and_ re- 
turned to Pick. 

This makes the child a Pick 
Temple ‘“‘Giant Ranch Hand,” and 
he gets another appropriate button 
and a “Range Rule” chart, which 
he keeps for a month. The third 
step gets him a comic book, and 
so it goes. 


® Pick first appeard on WTOP 
radio in 1948, while still employed 
at the Bureau of the Census. He is 
an authority on folk songs, and 
many of his recordings are pre- 
served in the American folk music 
collection of the Library of Con- 
gress. 

When he appeared on WTOP- 
TV in January, 1951, John S. 
Hayes, WTOP president, handed 
him a cowboy hat, changing a 
serious folk singer to a popular 
hero. Despite his immense popu- 
larity, he continues to find time 
to make personal appearances for 
good causes. Among Washington’s 
entertainment folk the comment 
on his deal with Giant was unani- 
mous: “It couldn’t have happened 
to a finer guy.” 

In addition to Mr. Maurer from 
Kaufman, other participants in the 
transaction were Clarkson Gem- 
mill, Giant advertising director, 
Mr. Hayes, George Hartford, v.p. 
in charge of sales for WTOP-TV, 
and Richard Wheeler, WTOP-TV 
account executive. 


GF Plans to Sell 


Its Salt Division 


St. Cuarr, Micn., March 3— 
General Foods is disposing of its 
Diamond Crystal Salt division be- 
cause “the salt business does not 
conform readily and naturally to 
our principal activities which 
center around the processing and 
packaging of home products,”’ Aus- 
tin S. Igleheart, GF president, and 
Charles F. Moore, division general] 
manager, have announced, 

The Diamond Crystal Salt Co., 
which was acquired by GF in 1929 
and made a division, was founded 
by Charies F. Moore, grandfather 
of the present general manager. 
The Moore family is negotiating 
with the present owner for the 
purchase of the complete division. 
In 1945 GF added Colonial Salt 
Co., Akron, to the division. 

Transfer of ownership is ex- 
pected to be effective about March 
30, Mr. Igleheart said. 

The Moore family plans to form 
a new Diamond Crystal Salt Co. 
and operate the business from 
here, Mr. Moore announced. 


Drive Pushes Canvas Awnings 
for Year-Round Protection 


The National Cotton Council and 
ithe Canvas Awning Institute, 
both of Memphis, have begun a 
joint June-in-January promotion 
to promote the all-year use of 
canvas awnings and lengthen the 
season for awning sales. Until 
| June a series of 24 ads stressing 
|the decorative as well as protec- 
|tive features of the awnings will 
‘run in American Home, Better 
Homes & Gardens, House Beauti- 
| ful, House & Garden, Living for 
|Young Homemakers and Sunset 
Magazine. 

In. addition, another group of 
full-page, four-color ads will car- 
ry the message, “For cool summer 
living, shade your home with can- 
vas.” Hubbell Advertising Agency, 
Cleveland, handles the account. 
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Cruttenden & Eger | 


Eisenhower to Name 
Heads Go to Seeds; Hyde to Head FCC; 
Take Admiral Along _ Howrey Joins FTC 
$16,000,000, aecording to Seeds. 1924. He started with the old Fed- 
Leon H. Lewis and George M. eral Radio Commission when it 
Stern, “members of the firm for was established in 1928, moving to 
ship and management of Crutten- | @. M. Store LH. Lewis ‘from George Washington Law 
den & Eger. Their titles and func- tainer Corp.—all of Chicago—and School in 1929. 
tions have not yet been decided, H. & A. Selmer Inc., Elkhart, Ind.| At the time he was appointed to 
be no immediate change in the new account, Oxy-Dry Sprayer serving as general counsel of the 
company’s name or location. Other Corp., Chicago, maker of printing commission. 
plate washers and dryers. Mr. Howrey’s nomination was 
clude Richard H. Wilson and Jus- | 
tin C. Tanner, account executives.| Texaco Reportedly Will \(R., Va.), real estate developer 
Drop Milton Berle Show from Virginia, who is serving his 
year marks its 30th anniversary as | ing the Texas Co. (via Kudner|prime supporters was said to be 
an agency, will still have, besides | Agency) to drop the “Texaco Star | Postmaster General Arthur Sum- 
| Theater,” a mainstay of the com- 
counts, including City Products| jiton Berl hi | 
Corp. (Midwest Dairy Products pon ageing ccmasied yg ote pay ® A graduate of the University of 
Corp. divisions), Hudson-Ross Co.,|current NBC-TV spot (Tuesday, ]owa and George Washington Uni- 


(Continued from Page 1) 7 (Continued from Page 1) 
over 25 years, will assume owner- a legal position after graduating 
but they stated that there would) Recently the agency added a FCC as a commissioner he was 
principals of the firm will in-| 

‘suggested by Rep. Joel Broyhill 
® Cruttenden & Eger, which this| Rising costs reportedly are forc- | first term in Congress. One of his 
its Admiral business, some 26 ac- | pany’s ad program since mid-1948. gees 
Red Head Brand Go., Stone Con- 8 p.m., EST) with a new sponsor.' versity Law School, Mr. Howrey 
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Gunning for meat in Kentucky radio? 


In Kentucky, it’s easy — and inexpensive — to bag the big ones. 

55.3% of the State’s retail sales, 51.3% of its food sales, 59.8% of its drug 
sales are made in the big Louisville Trading Area — a compact market 
covered thoroughly by WAVE, with no waste circulation. 


WAVE's rates are low because WAVE is powered just right 

(5000 watts) to give you the part of Kentucky you really need, plus 
a big chunk of Southern Indiana with another quarter 

billion dollars in effective buying income! 


Ask Free & Peters about the smart advertisers who have racked up 


WAVE 
LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 


new Kentucky sales records, with WAVE! 


5000 WATTS 


Advertising Age, March 9, 1953 


Highlights of the Week's News 


The reasons for the Tea Council’s switch to TV in 1953 were explained 
in detail to the Tea Assn. last week 
Admiral’s space account has moved to Russel M. Seeds Co., along with 
the partners of Cruttenden & Eger 
Frozen food men meeting in Chicago lamented the “depression” econo- 
my in the industry resulting from price wars as a result of the in- 
dustry’s rapid growth 
A friendly cowboy who doesn’t wear a gun but delights the kids 
anyway is the center of the new $250,000 promotion for Heidi bread 
in Washington 
If you haven’t tied in with Lentheric’s Red Lilac promotion it’s proba- 
bly too late, but maybe you can still be the Red Lilac Queen. De- 
tails on 
Kids are the severest critics of TV commercials, a Social Research re- 
port reveals. They get bored fast 
AA tells the story of Nabisco crackers and cookies, which will be pro- 
moted with a $7,500,000 budget this year 
A vending machine that dispenses blondes and a sample blonde are 
SN rs a oa ga aka ee oho Cad d 6040 hee a ede o2 
Edgar Kobak, ARF head, told a group of admen that their tribe is 
depending too much on guesswork and need more research . . Page 64 
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served with the Department of, September when the President is 
Justice from 1927 until 1929 be-'| expected to replace Commissioner 
fore going into private practice. (Stephen Spingarn. 

Commissioner Carson’s renom- 
ination, submitted by former Presi- 
dent Harry S. Truman last fall, 
was withdrawn by President Eisen- 
hower two weeks ago. York, scheduled for March 3 (AA, 


A third Republican will prob-| Feb, 23), has been postponed until 
ably be added to the FTC next March 24. 


TAA Hearing Postponed 


The bankruptcy hearing of Tele- 
video Affiliates of America, New 


how to use ideas 
you know will work 
DAYTON 


@ Always recognized as a good 
test market, current volume 
trends make sales managers 
even more conscious of Day- 
ton’s possibilities. 


* Burgoyne pretesting in these 17 
representative test cities will have the 
same value for you as it has for years 
for important national grocery and 
drug advertisers (like those shown 
above). 


* The activity of your product and 
promotion will show up fast in the 
monthly-audit-reports of “over-the- 
counter” sales .. . and that of your 
competition. 


* Quickly ... thriftily ... let Bur- 
goyne give you an accurate reflection 
of what will happen to your sales plan 
... nationally. Management wants to 


know it will work before they OK it. 
* Ask us for a proposal today. 


@ Its business index rose to 
an all-time quarterly high . . . 
an average of 140.4... the 
last three months of 1952. 
December's index spiralled to 
151.5 ... an all-time monthly 
high. 


@ Indices of payrolls, bank 
debits, postal receipts all re- 
flected the general up turn. 


@ 600 well diversified indus- 
tries employes earn the high- 
est average weekly wages of 
any industrial area in Ohio 
+++ ome of the highest in the 
United States. 


@ Retail trade centers for al- 
most three quarters of a mil- 
lion people in 8 rich counties. 


@ Morning and evening edi- 
tions of DAYTON NEWS and 
JOURNAL-HERALD blanket 
the market. 


Wer oyune rocer & Dru Ss. 
9°Y y 7 


FIRST NATIONAL BANK BUILDING CINCINNATI 2 
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THE QUALITY 
MARKET HAS 
THE BEST CUSTOMERS 


If your problem is selling at a profit in the nation’s first market . . . it may be 


because you’re not reaching the market’s best customers! In New York... 
y 54 


the Quality Market has the best customers—and the Quality Market /s the 
Herald Tribune! It’s an audience of families with higher incomes, 
exceptional savings, securities and property holdings . . . the 
people interested in living better, who buy oftener, buy more— 
at all price levels. And it’s a market five billion dollars BIG! 
The one way to sell this market profitably is to sell the y/ ) 
best customers in it—through the Herald Tribune! 


Get the facts . . . today! 


IN NEW YORK 
THE 


evald Tribune 


IS 
THE QUALITY 
MARKET 


330,000 people in 
=| the Herald Tribune 
one audience are attend- 


ing school or college. 


Statistical source: Herald Tribune Continuing Home Study 
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NBC Appoints Hedley ‘More About the Postal Situation. . . | department earlier this week, Mr. 


_ Walter told ADVERTISING AGE his 
"assignment is two-fold: 
land with the general public. 
Internally, he will develop pro- 
grams—including a _ rejuvenated 
iemploye suggestion system—to 
build the sagging morale of postal 
‘employes. In addition, he plans to 
cies—Erwin, Wasey & Co. and take steps to see that all segments 
Kudner Agency—and with the/of the Post Office Department are 
public relations firm of Hill &|informed of current developments. 
Knowlton. | In his efforts to make the Post 
He is a past president of the Di-| Office more useful to the public, 
rect Mail Advertising Assn., a Mr. Walter said he hopes to work 


David H. Hedley, formerly ad- 
al Broadcasting Co. as manager 
= Post Office Information Program 
representative, has moved his of- cictant to the Postmaster General 
‘tion program serving both postal 


vertising promotion manager for 

sales presentations for the By 

Jim Ward Moves Office | WasHINcToN, March 4—L. Rohe 

fice to 608 S. Dearborn St. today “to help the department meet 
‘employes and the public.” 


Cosmopolitan, has joined Nuon: Walter, Former Adman, Will Set Up 
a and promotion depart-| 
Jim Ward, Chicago publishers’) Walter was appointed special as- 
a pressing need for an informa- 
Formerly director of advertising 


WORLO’S FOREMOST FOREIGN: 


recently served in a creative ca- of Business Management.” | 
LANGUAGE TYPOGRAPHIC SERVICE 


pacity with two advertising agen- | 


Internal | 


former board member of the Assn. through all avenues of publicity, | 


of National Advertisers and the, including press and radio, to dis- | 

TypeseHing in English ‘and public relations for Flintkote Public Relations Society of Amer-_ ‘seminate information which will | 

and over 600 Co., New York building materials ica. He has also been editor-in-| acquaint the public with the serv- 
Languages and Dialects | manufacturer, Mr. Walter more chief of the McGraw-Hill “Library ices the department offers. 


\first steps taken by 
After he reported to work atthe # The department’s new informa-| General Arthur Summerfield to 


Hoopers HIGHEST In Des Moines! 


reste eee eee eo eae aes ee Ss 


MORNING 
FIRSTS 


KRNT continues its dominance in the aan ae 
morning with 21 firsts (1 tie) out of er8 NONE 
22 rated periods, 6:00 a.m, - 12:00 STA. "E 
noon, STA. "F" 
Lew eo eee eee nen accannanaenenaananad KRNT STA. “B" 
peeeeseonaaena eee 2020280824884 
' 
+ i] 
‘| AFTERNOON $: 
' ' 
; Fl RSTS - STA. "eo" 
8 KRNT continues its dominance in the ; STA. "D" 
; afternoon, too! Of the 24 rated , STA. “eM NO NE 
1 periods from noon to 6:00 pm, 4 gt .48 
' KRNT has 23 firsts and 1 second. ' STA. "F 
' ' 
Se ee ee ee ee ee ee KRNT STA. ie 
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EVENING 
FIRSTS 


KRNT continues its dominance in 
the evening, too! KRNT racks up 37 
firsts and 23 seconds out of 63 half- 
hour evening periods from 6:00 to 
10:30 p.m. 


Les@eeeeceanveewtivuoawvececd 


STA. 


“B" STA, 


KRNT 


—" 


® Any KRNT week-day quarter-hour newscast is the high- 
est-rated newscast in Des Moines. Any KRNT personality 
show is the highest-rated local show. These ratings assure 
you of the BIG-time buy when you buy KRNT. 


(5 
Katz Represents That Very Highly Hooperated, Sales Results yo" 
Premeditated, (BS Affiliated Station In Des Moines ip 


SOURCE: C. E. Hooper Audience Index, City Zone, November 1952 
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tion program will attempt to en- 
courage mail users to adopt prac- 
tices which would 
enable them to 
obtain better ser- 
vice. As an ex- 
ample, he cited 
the value of a 
campaign which 
would induce 
mailers to deposit 
their outgoing 
mail at regular 
periods through- 
out the day, in- 
stead of waiting 
until closing time. 

The appointment of a special as- 
' sistant to develop an effective pub- 
| lic relations program is one of the 
Postmaster 


L. Rohe Walter 


|make the department more useful 
|to the public. 

The Postmaster General’s action 
‘meets one of the major postal 
‘shortcomings pointed out in the 
|recent series of articles which Ap- 
| VERTISING AcE printed on the op- 
erations of the department (AA, 
Jan. 12 et seq.). 


. The series pointed out that the 
department, serving 158,000,000 
|customers, had no central infor- 
|mation program. AA _ suggested 
that important benefits to the pub- 
lic and the department alike would 
|be achieved by campaigns to ex- 
|plain the most effective ways of 
| using the mails. 

| Meanwhile, President LEisen- 
hower today named two additional 
specialists to the department’s top 
‘team. Mr. Summerfield’s new as- 
| sistants are Albert J. Robertson, 
‘Des Moines banker who is in 
charge of postal finances, and Or- 
mon A. Kieb, Newark real estate 
broker, in charge of facilities. 
Previously, John C. Allen, traffic 
chief of Sears, Roebuck, was 
named assistant postmaster general 
in charge of transportation. 

As deputy postmaster general, 
the new administration has ap- 
pointed Charles R. Hook Jr., for- 
mer v.p. of the Chesapeake & Ohio 
Railroad, and a nationally known 
| personnel expert. 
| Mr. Summerfield has also ap- 
‘pointed two former congressmen 
‘to his staff—Ross Rizley, Guymon, 
Okla., as solicitor, and Ben Guill, 
|Tampa, Tex., as an account as- 
sistant. 


Breslin Joins Avery-Knodel 


Frank T. Breslin has joined the 
New York office of Avery-Knodel, 
radio-TV representative, as ac- 
‘count executive. Mr. Breslin at 
‘one time was with National 
Broadcasting Co. and Young & 
Rubicam. 
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Comics magazines are 
virtually legal tender 
among their young 


enthusiastic readers. They 
are read and swapped .. . 
read and bartered . . . read 
and traded . . . read and 
passed along until they are 
literally worn out! 

That's how advertising in 
comics books is hard 

at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off .. . plus! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO) PORTLAND 
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American Tobacco’s 
President Implies a 
$21,250,000 Budget 


(Continued from Page 1) 


about $21,250,000 on cigaret ad- 
vertising. 

And this would still be better 
than the industry average. Last 
October, Robert M. Ganger, presi- 
| dent of P. Lorillard Co., placed the 


[industry's advertising average at) 


for American Tobacco sales, the | two-fifths of a cent a pack. “And, 
company sold 127.5 billion cigarets | | incidentally, that’s 60% less than 
in 1952, or 6,375,000,000 packs. At | it was 40 years ago,” Mr. Ganger 
one-third of a cent apiece, Ameri- | told the Sales Executives Club of 


can Tobacco would be spending 


'New York. “Take it all away and 


the smoker would not gain a pen- 
ny.” 


A new booklet on Publicity | CLAIMS HIT BY JAMES 

Moat Releases ... Why and PHILADELPHIA, March 3—Guile- 
How ...has been prepared | fu! claims, misleading statements 
by Bill and Lloyd and is being | 2%4 the pseudo-scientific approach 


‘in some cigaret advertising is of 
distributed free of charge. vital concern not only to the cig- 
420 N. MICHIGAN 


aret industry but to all advertis- 
Phone SUperior 7-4360 


ers, Alden James, director of ad- 
vertising for P. Lorillard Co., told 


members of the Poor Richard Club 
here at a luncheon meeting today. 
Lorillard makes Old Gold and Em- 
bassy cigarets. 

Lack of principle in advertising 
can “in time foster adverse public 
thinking toward the very concepts, 


/functions and basic principles of 


advertising that the public has 
come to accept,” he declared. 

“It is time to stop pretending that 
criticism of cigaret advertising 
does not exist,” he said. Citing 
therapeutic claims of some cigaret 
advertising as one of the practices 
subject to much criticism, he said 
public skepticism has been created 
by the way some manufacturers 
are “making a football of the medi- 
cal profession.” 


® He strongly defended the in- 
dustry against the criticism that 
too much money is spent in adver- 


“The large volume created by 
advertising has lowered the cost 
to the consumer and increased 
quality,” he pointed out. Cigaret | 
advertising costs less than two- 
fifths of a cent a package, 60% less 
than 40 years ago, he noted. 


“Advertising used properly and) 


Advertising Age, March 9, 1953 


‘Lentheric Walizes 
into New Campaign 
for Red Lilac Line 


| New York, March 3—Lentheric 
Inc. has launched a new spring 


honestly has a definite place in our line of Red Lilac lipstick and per- 
industry,” he asserted. “To build | fumes. This is supported not 
public trust is our responsibility” | 'merely by ads in magazines but by 


and in order to do so “advertising | 
must be honest, believable, be- 
lievably stated, decent and mean- 
ingful,” he said. 

This need is made more impor- 
tant by the advent of television 
with its visual and audible means 
of creating lasting impressions. 


White Elected a V.P. 

The Pacific Coast division of) 
Owens-Illinois Glass Co., San) 
Francisco, has elected Kenneth ci 
White a v.p. Mr. White is divisional | 


tising by cigaret manufacturers. | general sales manager. 
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high-powered 


farm market 


high line 
Lo 


midwest 


Farmers With Twice U. S. 
Average Farm Income Take 
Advantage of Electrical Living 


More Midwest farmers use more 
electricity in more ways than in 
any other geographical section of 
the country. Their electric bills 
average 46 per cent higher than 
those of farmers in the other 40 
states. 

Uses made of electricity on 
practically every Midwest farm 
have created a tremendous market 
for all the household conveniences 
and farm power equipment. To 
arrive at your sales potential, you 
will need these and other facts 
from a new study by the U. S. 
Census Bureau: 

As compared with farmers of the 
other 40 states, Midwest farmers 
have more than double the income, 
more than double the investment, 
more than double the production. 


POWER MEANS BUYING POWER 


In the Midwest rural population pre- 
dominates and reaching 1,290,341, or 
9 out of 10 of the best farm families is 
a one-package proposition of deliver- 
ing your sales message through the 
Midwest Farm Paper Unit—one order, 
one plate at a money-saving ra‘e. 


Ask for Your Copy 
“MASS IS CLASS” 


Aspecial study 
by the U. S. Census 
Bureau compores the buy- 
ing power of Midwest Farm 
Paper subscribers and all farmers in 
the 8 Midwest states with the other 
40 states. Write us. 


ae Se a — 
MIDWEST domctpn UNIT 


Sales Offices: 250 Park Ave., New York 17 . 

59 East Madison Street, Chicago 3... Russ Build- 
ing, San Francisco 4 ...1324 Wilshire Bivd., Los 
Angeles 17... 505 N. Ervay Street, Dellas 1. 


IN THE MIDWEST, FARMING IS BIG BUSINESS...AND GOOD LIVING 


a new waltz. The waltz comes com- 
plete with a song. This one: 


Red Lilacs, red lilacs, 

Go so well with you— 

Soft shoulders, sweet music, 
A beautiful vision come true. 


Pale moonlight, rare perfume, 
Lips whispering “I do’’— 

Red Lilacs, red lilacs, 

i Will always remind me of you. 

| Credit for the song must go to 
|Dewey Bergman and Bobby Mellin, 
'whose masterpiece has been re- 
'ecorded by Charlie Spivak and his 
| Hot- -House Plants. As for the waltz 
‘itself, this has been created by 
|dancemaster Arthur Murray, no 
| less. 

Some credit must go to the agen- 
‘ey, of course. This is Cunningham 
'& Walsh, which has also dreamed 
/up a nationwide beauty contest for 
|Lentheric. The winner will be 
known (possibly forever) as the 
‘Red Lilac Queen. Application 
blanks can be picked up at drug 
‘and cosmetic counters. 


# Four regional beauty contestants 

will be picked to join actress Bette 
Davis and daughter as guests of 
honor at Lentheric’s Easter prom- 
enade and fashion show at the 
Hotel Plaza here. Later, the ulti- 
mate winner goes to Cuba for ten 
days, where she can try to forget. 

As for the ads, two-color frac- 
tional pages will run in March, 
April and May in Charm, Har- 
per’s Bazaar, Ladies’ Home Jour- 
nal, Mademoiselle, Seventeen, To- 
day’s Woman, Town & Country 
and Vogue. Other ads will run in 
the Denver Post Sunday magazine 
and This Week Magazine. 

Tie-ins will be made with Mona 
Lisa Foundations (a Red Lilac 
girdle); International Handker- 
chief Mfg. Co.; Marvella Pearls; 
Topaz Hosiery Co., and the Society 
of American Florists. 

One-two-three, one-two-three. . 


VanSant Promotes 3 Execs 


Robert E. Daiger, v.p. of Van- 
Sant, Dugdale & Co., Baltimore, 
has been elected executive v.p. At 
the same time, the board named 
two new v.p.s. They are William 
M. Dugdale and Daniel J. Loden. 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


GAIN IN 1952 


The 
Boston Globe 


MORNING * EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scott, Chicago, Detroit. 
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* correction, 
please. 
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is moving fast. 
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CIRCULATION AT ALL-TIME HIGH 


CIRCULATION GUARANTEE ......................- 800,000 
CIRCULATION DELIVERED, LAST 6 MO., 1952........884,476 


(Total Net Paid — Publisher's statement to A.B.C.) 


CIRCULATION, JANUARY 1953............... OVER 900,000 


... And newsstand sales are right now a solid 20% up over last year! 
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Are We Taking a Backward Step? 


In the days when radio was in relatively the same position as tele- 
vision now is, it was fairly common for commercial sponsors to make 
a considerable to-do about reciprocity on the part of the public. 

“We are bringing you this wonderful show without any cost to 
you,” they used to say. “But of course we cannot do it unless you sup- 
port us. So if you want to make sure that our wonderful show stays 
on the air for your entertainment, you had better go down to the 
corner drug store and buy a package of Iffy-Jiffy pills right away.” 

Now we find a variety of television advertisers pursuing the same 
course. Pabst sponsors fights; therefore it feels—or at least a Pabst 
vice-president says it feels—that it has the right to ask viewers to 
try its beer. Philip Morris put a top official on the air at Christmas 
time to voice the same sort of sentiment. And several entertainers 
have said the same thing on behalf of their sponsors (and them- 
selves). 

It is quite evident from this that a considerable number of people, 
including advertisers, learn very little from the past. They suffer, 
as the learned Jim Woolf likes to put it, from a lack of “corporate 
experience”; they do not know (or do not believe) that this particular 
tack has been tried in the past, and has never really proven successful. 

Sponsors no doubt have the “right” to ask viewers to buy their 
products in return for bringing them a radio or a TV show. But ad- 
vertising’s “corporate experience” proves quite clearly that this is a 
“right” which is better left unexercised. 

Occasionally, an entertainer or an announcer or a commentator 
builds up the kind of relation with his audience which makes the 
audience want to buy the product he advertises as a favor to him. But 
almost invariably, when this kind of relationship exists, it is created 
with a light touch and a friendly arm around the shoulder, not with 
the shaking of an admonitory finger in the customer’s face. 

The sponsor who believes he has a “right” to ask listeners or view- 
ers to use his product seldom accomplishes any worth while purpose. 
Mostly, he leaves a sour taste in the listener’s mouth, and an in- 
creased antipathy to all advertising. 


Keeping Their Feet on the Ground 


Judging by the reports of his recent talk before the Philadelphia 
Public Relations Assn., Caskie Stinnett, Curtis p.r. man, suspects that 
many public relations people are wandering around on clouds of their 
own making. Their heads are filled with vague and fuzzy terms and 
their feet are definitely off the ground, he suggests. 

This is, obviously, a hell of a situation, not to be endured in any 
one, but particularly not in a practicing practitioner of public re- 
lations. Yet we suspect that in considerable measure, Mr. Stinnett’s 
denunciation is deserved. 

Public relations, like a good many other human activities, has 
‘tended in recent years to surround itself with so much theory and so 
many psychological terms that its prime function of favorably inter- 
preting one group to another becomes an obscure orphan in a dense 
verbal fog. 

We have a great and deep respect for psychology and the studies of 
human motivation, but in the field of public relations as well as in 
other areas, we sometimes suspect that the active practitioner who 
knows too much theory does poorly at his practicing. The reason is 
that he becomes a self-conscious practitioner, always concerned with 
whether his actions are in agreement with the theories. 

It helps a violinist, no doubt, to know something about music, but 


“He had absolutely no sales ability.” 


What They're Saying 


What Advertising Has 
Done for the Avocado 

Advertising can help prevent 
business recessions and depression 
by creating greater demand for 
products. For example, avocados 
used to cost $5 each, before the in- 
dustry formed into an association 
and embarked on an advertising 
program. That ad campaign cre- 
ated so much demand for the avo- 
cado pear that cost has been 
brought down to from 10¢ to 30¢, 
depending on seasonal fluctua- 
tions... 

The meat industry can increase 
consumption of meat on the aver- 
age of 40 pounds per person per 
year through the use of advertis- 
ing. The advantage of greater de- 
mand results in mass marketing 
and mass production which brings 
the price of meat down. 

It is a fallacy to believe that ad- 
vertising is responsible for most 
bad products and brings many bad 
products on the market. Unless a 
company backs up its advertising 
and its advertised product with 
quality, the product cannot sustain 
itself on the market. You cannot 
advertise a bad product effective- 
ly, for it won’t sell. 


—Gov. Dan Thornton of Colorado, in 
an Advertising Recognition Week 
broadcast over seven Colorado sta- 
tions. 


Educators Need Education 
in Advertising Economics 

It is becoming increasingly clear 
to me that we will never get full 
understanding of advertising by 
future business men, government 
people or any other group until 
advertising is properly understood 
by the educators—especially the 
economics teachers—who instruct 
them. 

Our economics teachers find 
‘themselves today in the midst of 
‘an American economy the like of 
which was never dreamed by any 
of the “classical” economic text- 
‘book writers. 


| Jt is am economy where our 


his success on the concert stage may be hindered rather than helped gross national product has passed 
by too much knowledge of the basic theories em transmission. 


340 billion dollars per year. It is 


an economy which has poured 
some 100 billion dollars, just in the 
last ten years, into expansion and 
improvement of the production 
plant. It is an economy where 
workers enjoy increasingly more 
of the good things in life—where 
only 60% of their income is needed 
for the basic necessities, as com- 
pared with 80% in 1900. 

And seeing all these productive 
resources, certainly economists and 
educators also need to see the func- 
tion of advertising. It is only 
when buyers are induced to buy 
that goods are moved, services 
are rendered, factories and farms 
are kept busy, and employment is 
maintained. Advertising is the 
counterpart in distribution of the 
machine in production. By the use 
of machines, our production of 
goods and services has been multi- 
plied. Advertising “multiplies sell- 
ing messages and appeals. Hence 
advertising has the greatest op- 
portunity and the greatest respon- 
sibility for moving goods fast 
enough and in large enough quan- 
tities to keep our economy run- 
ning. 

—Frederic R. Gamble, president, 
Four A’s, in an Advertising Recogni- 
tion Week speech before a joint meet- 
ing of the Milwaukee Advertising 


Club and the Women’s Advertising 
Club of Milwaukee. 


One Farmer to Another 
Margarine topped butter in out- 
put last year for the first time. 
But the two spreads were still 
close—margarine estimated at 1,- 
286,341,000 pounds, butter at 1,- 
194,000,000. N. B.—Any shift is 
just money from one farmer's 


pocket to another farmer’s. 


—Rural Marketing, published monthly 
by Country Gentleman. 


Date Book Required 


It’s hard to keep track of where 
we are some days if we take TV 
advertising to heart. Between try- 
ing one brand of beer for seven 
days, a soap for 14, and a cigaret 
for 30, life gets a bit complicated. 
Maybe they can start putting cal. 


endars on each package. 


—Rumrill Letter, published by Charles 
L. Rumrill & Co., Rochester, N. Y. 
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Rough Proofs 


Gladys the beautiful reception- 
ist says king-size cigarets are get- 
ting such a buildup, maybe the 
manufacturers ought to start call- 
‘ing the regular pack “a prince of 
a smoke.” 


Like Pen Duffy, Bert Graham, 
‘president of Sunbeam, started his 
‘business career as a New York ad- 
ivertising agency office boy. 

Horatio Alger lived too soon. 


| Bob Johnson, who used to sell 
“space for Time, is tackling a much 
bigger job in undertaking to sell 
this country to foreigners through 
“The Voice of America.” 


| » 

“Philadelphia shoppers make 
fewer trips down town as a re- 
sult of parking ban,” the story 
says. 

Traffic cops in Philly must be 
hard to talk to. 


Caskie Stinnett’s castigation of 
public relations operators suggests 
that Steve Hannagan, who in- 
sisted he was just a press agent, 
may have had the right idea. 


An adman looking for a job 
south of the border, headlines his 
(classified ad, “Mexico is the place 
for me,” and he doesn’t mean 
manana. 


McKesson & Robbins has a new 
merchandising plan “aimed at 
keeping the drug business in the 
drug store.” 

And of course that includes a 
few items of food, hardware, to- 
bacco and sporting goods. 


Selling Service Inc. reports that 
three out of five grocers now sel! 
nylons and other soft goods. 
They’re determined to make toting 
the grocery bag a little more inter- 
esting for mama. 


“Cost of advertising went up 5% 
in 1952,” reports the world’s 
greatest advertising journal. 

Okay, but how about the re- 
sults? 


John Lardner, who obviously 
has no concept of what public re- 
lations is all about, tells SEP 
readers that baseball spring train- 
ing trips are completely unneces- 
sary. 


“American business wasn’t built 
by organization charts and fol- 
de-rol,” insists Cameron Hawley, 
who is going to make himself 
mighty unpopular with the man- 
agement engineering firms. 


The Book-of-the-Month Club is 
going to carry its fight in behalf 
of “free” all the way to the Su- 
preme Court, a process which it 
has been discovered can’t be done 
for free. 


Mighty Metro says it bets the 
Photographic Review, AA’s weekly 
picture page, is the best read in 
the book. 

All right, all right, but Page 12 
isn’t such a bad spot. 
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Consecutive Year of Total 
Advertising Leadership 


e@ Philadelphia area, 
over 4,500,000 
persons 


RETAIL SALES 
Philadelphia 
@ area, over 4 

billion dollars 
yearly 


To establish Delaware Valley’s impor- 
tance in your sales picture, look at the 


first four dimensions. Today, 12 billion 


dollars goes into Delaware Valley indus- 


trial expansion... 1% million families 
spend record sums. That crucial “5th 
Dimension”— The Growth Factor — 
means even more sales at /ess cost from 
your future advertising here. Behind 
this progressing boom stands THE 
PHILADELPHIA INQUIRER, favorite with 
advertisers seeking sales dividends all 


over dynamic Delaware Valley! 


Now in its 20th 


in Philadelphia! 


th fe ' 

5* Dimension 
GIVES MORE RESULTS PER 
ADVERTISING DOLLAR IN 


E VALLEY, U.S.A. 


THE GREATER 
PHILADELPHIA MARKET 


“MANUFACTURING » 
Delaware Valley 

7 AL World's Great- 

est Industrial 

Area 


®URLiINGy 
Counry 


STABILITY™ 


weoucts ree Diversified industry 
4 4 means steady em- 
: ployment, fewer 
F 
nd abd vr , fluctuations inlabor 


COunry 
force... always a 
sure market 


CUMBbERI A 
Counry vee 


e FACTOR 


Capacity and potential 
for dynamic expansion 


— The Philadelphia Mnquiver 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259. 
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An Important}. 


for every advertiser in the \; 


N. MONTHS AGO we announced that effective January 1, 1953, we 
would guarantee 500,000 circulation. But in February, 1953, we crossed the 
600,000 mark. 

Even though we are in a position right now to issue a new rate card- 
with a 600,000 net-paid guarantee for this year, we do not wish to change 


our rates for 1953 and disturb schedules already planned and budgeted for 
this year. New rates, therefore, based on a guarantee of 600,000 plus will 


not become effective until next year. Incidentally at that time we expect to 
be delivering a substantial bonus in excess of our guarantee. 

What all this adds up to for you is an opportunity to buy an assured 
circulation of at least 600,000 throughout the year 1953 at the lowest rate 


per page per thousand in our history. Our rates per page per thousand have 


been moving consistently downward during the last six years as our circulation 
has doubled. 

All of these circulation gains have come and are coming to us on a 
purely voluntary basis. New readers have been attracted and old readers have 
been renewing enthusiastically because of one thing —the important content 


of the magazine, its originality and its timeliness. 
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‘| Announcement 


news and management field 


This is your best assurance of a maximum reader interest by important 
people — one of the highest concentrations of buying power ever assembled 
into a single magazine audience. 

This is an excellent opportunity for all advertisers with products for 
business purchase or with services and goods for individual purchase by high- 
income families to put their schedules in “U. S. News & World Report” 
under the most advantageous conditions. 

For here is America’s Class News Magazine now available to the 
advertiser at rates per page per thousand that compare most favorably with 


any other magazine in the news and management field. It’s a real buy. 


US. News & World a 


USEFUL NEWS FOR IMPORTANT PEOPLE 


ADVERTISING OFFICES: 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. * BOSTON x PHILADELPHIA 


CLEVELAND * DETROIT * CHICAGO * ST.LOUIS * SAN FRANCISCO * WASHINGTON 
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THE SOUTH BEND TRIBUNE 
MAGAZINE 


Offering New Advertising 
j Possibilities in “Test Town” 


On Sunday, March 29, the South Bend 
lribune Sunday Magazine will make its 
bow —-as a supplement .o the regular 
Sunday edition of the newspaper. En- 
tirely new! Published by the South Bend 
Tribune. Packed with local features, 
Hollywood news, fashion articles, four- 
color pictures, and more! Tabloid size 
(5 col. x 14 inches). Multiple color avail- 
able in 70-inch pages — instead of the 
usual 176-inch size. Spot color can be 
obtained in unit sizes as small as 42 
inches! Write for full details! 


F. A. MILLER — President and Editor 


FRANKLIN D. SCHURZ — Secretary and Treasurer 


STORY, BROOKS & FINLEY, INC. 


NATIONAL REPRESENTATIVES 


7 Counties, 1/2 Million People 


| Denver Agency Formed 


A new advertising agency, Boc- 
card, Dunshee & Jacobsen, has 
been established at 610 Santa Fe 
Dr., Denver. The principals in- 
clude Victor C. Boccard, presi- 
dent; Ross M. Dunshee, executive 
v.p.; Fred L. Jacobsen, secretary- 
| treasurer, and Kenneth Thurston, 
sales manager. 


| Stromberg Promotes Haupt 


_ Frederic W. Haupt, formerly as- 

sistant advertising manager of 
_Stromberg-Carlson Co., Rochester, 
N. Y., has been named advertising 
manager of the company’s tele- 
phone and sound divisions. 


‘Rejoins Texas Press League 


J. J. Rahill, formerly with Burke, 
Kuipers & Mahoney, newspaper 
|representative, has rejoined the 

Texas Daily Press League as man- 
ager of the New York office. 


Geyer Appoinis Sol Katz 
Sol Katz, formerly with Biow | 
Co., has joined the research de- | 
partment of Geyer Advertising, 
New York, as project director. 
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Guide Shows Loss 
of 58 Chain Drug 


Companies in 1952 


New York, March 3—A newly 
issued directory shows a reduction 
during 1952 in both the number of 
drug chains and the number of 
stores operated. 

The directory, published annual- 
ly by Chain Store Age, now counts 
1,773 companies operating two or 
more drug stores, compared with 
1,831 a year ago. The number of 
chain-operated stores is 7,738, 
compared with 7,999 a year earlier. 
The tabulation finds 257 chains 
added to the previous year’s list- 
ing, and 315 chains dropped, chief- 
ly because of consolidation with 
other chains. 

The present breakdown of drug 
chains is as follows: 
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You can Really Rely on R i : i| 


How to take the 
GAMBLE 


out of Newspaper 
Reproduction 


Today, every intelligent advertiser is looking 
for ways to make his advertising dollars more 
effective. 


Two ads of equal size and space cost may vary 
greatly in sales effectiveness—due to variations 
in the quality of reproduction. That’s why the 
few extra pennies spent for Reilly Plastictypes 
are such worthwhile insurance. 

You see, as inexpensive as a Reilly Plastictype 
is, the inherent characteristics of Vinyl—plus the 
patented Duramatrix from which it is molded 
and the special steps we take all along the way — 
all those factors enable us to actually guarantee 
that a Plastictype will give you the finest news- 
paper reproduction you can obtain! 

And you'll find that the same high standards 
of craftsmanship that have made Plastictypes 
the leading plastic plates in America are re- 
flected in everything Reilly produces. 

You can rely on it. 


Electrotype 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


No. of Operated Total 
chains by chain Stores 
1,059 2 2,118 
364 3 1,092 
121 4 484 
57 5 285 
31 6 186 

21 7 147 

21 8 168 

9 9 81 

90 10 or more 3,177 


® The directory includes a new 
count of self-service drug stores 
which shows that over 34% of 
U. S. chain drug stores now oper- 
|ate wholly or to a significant de- 
/gree as self-service stores, with 
|more than 3% completely self- 
| service. 
| The tabulation also reveals that 
more than 72% of all chain drug 
stores now operate soda fountain- 
' luncheonettes. 

The directory is available at $20 
from Chain Store Business Guide 
Inc., 145 E. 32nd St., New York 16, 
|N. Y. 


| 
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Purolator Plans Campaign 
to Educate Motorists 


| 


| Purolator Products Inc., Rah- 

way, N. J., is planning to educate 
| motorists on the need for regular 
/inspection and replacement of the 
filter elements in their cars. The 
| campaign is scheduled to break in 
_ April to tie in with spring change- 
over business. 

Following an introduction in 
business papers, two-color ads will 
appear in the April issues of Col- 
lier’s, Life, Look, and The Saturday 

‘Evening Post. J. Walter Thompson 
| Co. is the agency. 


‘Hatt & Sons to Wexton 


Haft & Sons Inc., Brooklyn de- 
signer and manufacturer of light- 
ing and motion units for point of 
‘sale displays, has appointed Wex- 
'ton Co., New York, to handle its 
| advertising. 


‘Smith Names H. George Bloch 


James H. Smith & Sons, Grif- 
fith, Ind., manufacturer of pho- 
tographic equipment, has  ap- 
pointed H. George Bloch Adver- 
tising Co., St. Louis, to direct its 
advertising. 


Appoints Osgood & Hazen 


Rapid Film Technique Inc., New 
York, has appointed Osgood & 
Hazen, New York, to advertise its 
process for applying a protective 
coating to 16 and 35mm motion 
picture film. 


“BEST ART on the 
market,”’ users say 


3000 New Drayings—160 page Handbook for you 


Used by HUNDREDS of top agencies 
THEY SAY: “‘Best in the business,” 
“It's a gold mine,” “Outstandingly 
superior,” “Best we've ever seen,” 
“Head and shoulders above competitors,” 
“Immense help in our advertising,” 
“Best service on the market” 
NO SUBSCRIPTI pay only $2 
each as use 
EXCLUSIVE to Listed Agencies and 
“National” (vs. retail) ad Mgrs. 
FREE BROCHURE Write Today! 
(Our 23rd Year of Advertising Art) 
STIVERS STUDIO, 67 Main St., San Francisco 5 
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If it has metal in it, 
it’s made in a Metalworking plant 


biggest industrial market in the world 


If you sell to Metalworking 


your advertising belongs in 


STEEL @ Penton Building ® Cleveland 13, Ohio ; A PENTON PUBLICATION 
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Canada Newsprint Gains 


Canadian newsprint production 
during January amounted to 473,- 
640 tons, an increase of 3,184 tons, 
or 0.7% over the January, 1952, 


Hundreds of Ad y sore rely on , Filmack 
for TV Spots by Mail. With our 35 Years 
Experience, Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
.. Send in your Storyboards for quotes. 


Assn. of Canada. 


| “Agency Opens N. Y. Branch 

| Liller, Neal & Battle, Atlanta 
agency, has opened a branch office 
at 40 E. 51st St., New York. Rob- 
ert B. Kane, formerly an account 
executive with Fletcher D. Rich- 
ards Inc., New York, is in charge. 


output, according to the Newsprint | 
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5-Point Program Outlined to Help Solve 
Media Problems for Export Advertisers 


New York, March 3—Media 
problems of international advertis- 
ers will be eased if a five-point 
program recommended to the Ex- 
port Advertising Assn. is carried 
out. 

The plan, which would standard- 
ize ad rate and media informa- 
tion and operating practices, has 
been recommended by the export 


SNE 


qo atten nt ett PP pee setae pene seneeeaennnenammenena tes 


Ji: 


of 7Ahey ve been 
’ LAUGHING at 


“their own jokes ~~ 
since 1918 


7 they send the jokes in. We print them. 

And “Think and Grin" has been running 

|) Since then on the strength of its reader 
appeal. Today, we have more boy 


iia readers than any other magazine: 
fl * 2,000,000. And we run more ad 
Hineage than any youth publication 
£160,714 in 1952 with this March the 
21 st month of continuous lineage 
gains]. Yet, you'd never know it by 
the warm, enthusiastic letters we get 
“from our readers. To each one of them 
BOYS' LIFE is like a personal friendship. 
Our advertisers benefit by such close 
reader ties. — 


P o % 
| Boys Life ‘or su bon 2 
published by the Boy Scouts of America = 


2 Park Avenve, w York 16,N. Y. © 9 West 
Washington St., ago 2, Ill. * 80 Boylston 
Street, Boston 16, Moss. * 2412 W. Seventh 
Street, Los Angetes 5, Calif. 
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group’s standardization committee, 
headed by Walter Sauer, advertis- 
ing manager of Home Products In- 
ternational. 

Project A in the five-point pro- 
| gram aims at encouraging overseas 
media owners to submit enough 
rate and specification data to meet 
the needs of advertisers and agen- 
cies. Since uniformity in the form 
and physical shape of reporting 
rates is important, it was sug- 
gested that the EAA “prepare sug- 
gested forms and.supply examples 
to media owners with a letter 
pointing out the advantages to all 
concerned.” 


= Because data on media’s cover- 
age of specific markets abroad is 


_|spotty, the committee urged the 


preparation of a basic market data 


;| sheet to be supplied to media rep- 
_|resentatives and owners as a guide. 


The committee, pointing out that 
international advertisers are aware 


‘| of the shortcomings of many over- 


seas media in printing, layout and 
format, proposed that a guide 
called “Standards of High Quality 
| Workmanship” be prepared and 
‘sent to media owners. 

| “Bad practices” which reduce 
| the value of an advertiser’s invest- 


_|ment would be overcome, the com- 


|/mittee believes, by the distribu- 
| tion of “Standards of Good Prac- 
"| tice” to media _ representatives, 
|agencies and station owners. One 
'of the “bad practices” the com- 
|mittee has in mind is “permitting 
commercials to be 
| broadcast consecutively.” Another 
|is the lack of station and program 


_ | rate information. 


= The committee, pondering the 
preparation of a “code of stand- 
j}ards and ethics,” decided that if 
/such a code is published it should 


'take the form of “suggestions” to 


- |media owners, agencies and adver- 


| tisers. 
_ “For the time being,” it was 
| said, “it would not be advisable 


_| to try to judge abuses in advertis- 
ing or in failures to adhere to the 
'| code.” 
»|the present a proposal along the 
'|lines of a Better Business Bureau 


This comment ruled out for 


operation. 
Any such code would include the 


-.|need for reliability of circulation 


figures, uniformity of rates to both 
international advertisers and to 
local distributors, and the inser- 
tion of key or code numbers in 
mats. 


Milwaukee Agency Adds Two 


Klau-Van Pietersom-Dunlap, 
Milwaukee, has appointed Richard 
P. Einwalter an account executive 
and Howard Crum to the copy de- 
partment. Mr. Einwalter formerly 
was associated with Foote, Cone & 
Belding, Chicago. Mr. Crum previ- 
ously was with Campbell-Ewald, 
Detroit. 


‘Specialty Salesman’ Boosts 2 


Treva S. Cooley, assistant to the 
president and classified advertis- 
ing manager of Specialty Salesman 
Magazine, Chicago, has been elec- 
ted executive v.p. Jim Pease, con- 
sultant to the publication, has 
been promoted to general mana- 
ger. 


| Plans Radio-TV Center 


Travelers Insurance Co., Hart- 
ford, plans to construct a modern 
$2,000,000 radio and television cen- 
ter on its former recreation 
grounds in north Hartford. Con- 
struction is awaiting approval by 
the Federal Communications Com- 
mission. 


‘Houck of Florida Boosts 3 


| Houck & Co. of Florida, Miami 
| agency, has elected Karl Bishopric, 
| president and manager, to presi- 
|dent-treasurer. Robert G. Venn 
_and William B. Houck were elected 
v.p.s and Tasia E. Psares secre- 
| tary. 
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Kids Are Bored 


Quickly by Dull 
TV Commercials — 


Cuicaco, March 5—To a child, | 
more than to an adult, nothing is. 
duller than a dull commercial. A 
sponsor who televises a long com- | 
mercial had better make it inter- 
esting for children or they will 
probably switch to ancther show. 

In its fifth study on TV, Social 
Research Inc. has turned its at- 
tention to children’s shows and 
reports the kids’ attitudes at var- 
ious ages to various types of video 
shows and commercials. 

The child’s shorter attention 
span, Social Research indicates, 
makes it harder for him to carry 
a long plot in his head. Thus, con- 
tinuing types of plots and strict 
continuity are not important. In 
fact, this creates the danger that 
the child will quickly turn from) 
one show to another if the com-)| 
mercial bores him. 


® The psychological research and) 
marketing consultant firm points | 
out, however, what most parents. 
have already learned—if the com- 
mercial is good, the child prob-| 
ably likes it as much as the show.) 
“Indeed, the child often takes great | 
pride in: knowing sponsors and 
products—thus he demonstrates his_ 
increasing sophistication about the 
world around him.” | 
' Efforts of sponsors to build up 
loyalty to a show, and to “count 
nosés,” is pooh-poohed in the re- 
port. A truer measure, it says, -is| 
to’ determine how: well-known the | 
commercials are among children. 
“In many cases children who have | 
no TV sets know almost as much) 
about various children’s shows and | 
their sponsors, as those who watch | 
TV every day. This is the truer 
measure of the popularity of a 
show but of course harder to as- 
certain.” 


® The report, titled “Now for the 
Kiddies. ..”, points out that most! 
children go through three stages of. 
liking TV. The first, for kiddies 3 
to 6, is the fairy tale stage (“Howdy 
Doody,” “King Calico,” etc.). Sec- 
ond, children from 7 to 11 pri- | 
marily like cowboy and _ space. 
shows. Third, those over 11 and. 
sometimes under 11 like eset 
adult shows like comedies, musi- | 
cals and mysteries. | 

Sponsors who try to appeal to 
all ages, the report says, are likely 
to find the impact of the shows 
watered down a lot. “The sponsor 
of a children’s TV show has to be- 
come resigned to the fact that his 
audience will always be chang- 
ing, and the rate of turnover is 
high; children will be growing out 
of the program and, if he is lucky, 
‘growing into it,’ also. Indeed, the 
program with the greatest impact 
may well be one with a relatively 
homogeneous, therefore relatively | 
small, audience.” 


# Discussing premiums and prizes, 
Social Research says these seem | 
effective in general, but the “max- 
imum meaningfulness” of premi- 
ums is reached by 9 or 10 years 
and diminishes thereafter. 

“Offers backfire,” it adds, “if, 
the premiums, on arrival, seem | 
much smaller or shoddier than ex- | 
pected...They may also backfire 
if the children’s demands for | 
premiums and prizes annoy the 
parent (but] parents are long-'| 
suffering.” 

The 28-page report devotes one 
section to acceptability of the chil- 
dren’s shows to children of various 
ages and to their parents. Methods 
of minimizing violence so children 
(and concerned parents) will not 
be upset are analyzed. 

There are separate sections on 
“Howdy Doody” and on space 
shows. 


Screen Processors Elect 


San Francisco, is the agency. 


, handle ag eg = and public re-: 

nternat wi 

Robert T. Gillespie, president of ‘lations agmien to be bed ia 

Gillespie Decals Inc., has been ‘Washington this spring. The ex- 

‘elected president of the newly | ‘hibition will be sponsored by the 

formed Northwest Chapter of the | Magnesium Assn., Washington. 

Screen — Printing ‘Elwood 
Other officers elected are Elwood 

Peggy Allardice, formerly in 


i >tary-treasurer. 
son, secretary cure | charge of advertising and publici- 
| Thalson Pushes Pistols ‘Florsheim Shoe Co., has joined the | 


Thalson Co., San Francisco, is’ staff of Daniel J. Edelman & As- 
campaigning nationally for the sociates, Chicago public relations 


new Walther PP Pistol, for which consultant, as an account execu-| ; 


it is exclusive importer. The pis- tive. 
tols are made in France under li- 
cense from the German inventor. | 


Theodore H. Segall Advertising, Dailies Get Travel Ads 


sion, representing 21 


Ver Standig Boosts Exhibit will use full-page ads this month 


Washington, has been appointed to the agency. 


ity for the women’s division of} 


The European Travel Commis-| 
countries, | 


| in leading daily newspapers in ma- | 
M. Belmont Ver Standig Inc., jor travel markets. Caples Co. is) 


te WHEN YOU SELL THE MEMBERS OF THE 


U. S. ARMED FORCES, YOU'RE 
“SAMPLING” THE WORLD. 


* 
Let us show you how to sell this 
rich market. Send for New Market 
Book — it's ome © for the asking! 


ARMY. TIMES AIR: er TIMES | 


( Members okt Bureau of Circ ylation ) 


renee Offices, ; ON AV Y T I M E $.. 


, WASHINGTON 3132 M St, NW. DETROIT. Guerdion: Buildin ee 

NEW YORK 41 Eost 42nd'S LOS ANGELES 6399 Wiishire Bivd. 

: CHICAGO. 203 N Webash Ave. rt SAN FRANCISCO: Monadnock Bida_ 

Philadeiphio, represented by R. Ww. McCarney, 1015 Che me 
Also: LONDON-FRANKFURT-TOKYO 


“ mateo, - 
® Successful com com] " ca 
Pacific Coast their ceed i awit 
should certainly know ho Sag woe 
sales in the West. These compa — 
learned by experience, over hot y _ 
exactly who their preferre essche 
tomers are -— vege ~~ - onaryoer 
ers 

so bow Tk knowledge explains — 
t ders of Western business . y 
n SUNSET Magazine. 1ey 


-sbat.call the 


wr 


most lea 
advertise i 
know that. 


the top-buying 

540,000 Western families 
believe in—live by 

—and buy from 


ERN LIVING 
PARK, CALIFORNIA 


THE MAGAZINE or WEST 
LANE PUBLISHING CO. - MENLO 


CHESSER HEHEHE HEHEHE HEHEHE HEHEHE EES 


ROUGH-RIDER INC, knows the West well. Its label is famous in 
the region. And to further increase its Western distribution and 
sales volume, Rough Rider will use Sunset again in 1953 


SHELL OIL COMPANY, one of the nation’s leading marketeers of 
quality petroleum products, serves millions of motorists through- 
out the Western region. Knowing the West's motoring public 
through daily contact, Shell Oil Company has for years advertised 
> tw gasoline; oil and services in Suneat—te reach Woetere families 


--who travel J mags on and bit THE test = 


o Cust ade dsd dante teesheneresenpnnneseesceacegogoe 


GENERAL INSURANCE CO. OF AMERICA is one of the famous 
insurance companies of the West. It probably knows as much 
about Western families as any single organization. It knows hew 
they live and what influences this living. That's why it has selected 
Sunset for its advertising again in 1953 


M. 4.8. CO. knows how to sell the Western market. Its food 
products rank high among the leading brands of the West — and 
for more than 15 years M.J.B. has advertised in Sunset 
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Already Quick has added these 18 new ad- 
vertisers for 1953 . . . continuing its steady 
growth in advertising. 


Quick carried 427 pages of advertising 
last year, a 19% increase over 1951. And 
111 pages are scheduled for the first quarter 
of 1953—a 38% increase over the first quar- 
ter of 1952. 


Quick’s circulation is growing, too. Cir- 
culation for 1952 shows an increase of 13% 
over 1951. The growth continues into 1953 
with the first quarter circulation running 
over 1,350,000. 


Quick offers advertisers a market of ac- 
tive, news-conscious readers, who are young 
(median age, 34), well-educated (J in 3 
went to college), prosperous (median in- 
come: $5,262). 


Quick’s cost per page per thousand 
($1.90) is the lowest in the major weekly 
field. And Quick’s unusual format — with 
every ad a full page — assures maximum 
visibility for every Quick advertiser. | 


Gardner Cowles. 
Editor 


Circulation now over 1,350,000 
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ELECTRO-MATIC Engraving Company, Ine. © 10 West Kinzie Street « DElaware 7-1277 
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ADVERTISING 
AGENCIES 
You'll give this handy gadget a choice spot in your top 
drawer—use it every day! Gives you not only the full gray 
scale, but also the corresponding tone values in standard 
red, yellow and blue. Write us today and get yours. 
P.S. We're pretty sure we can top the photo-engraving 
results you're now getting — especially on color process 
work. The sooner you let us prove it the better you'll like it. 
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MEMBER OF CHICAGO PHOTO-ENGRAVERS ASSOCIATION 


Salesmen Need 
Psychic Income, 
Tosdal Reports 


CAMBRIDGE, Mass., March 4— 
Salesmen today get more money in 
the way of salaries, commissions, 
bonuses and expenses than the to- 
tal amount spent on all kinds of 
advertising. 

That’s the finding of Prof. Har- 
ry R. Tosdal of the Harvard Busi- 
ness School in a two-volume study 
called “Salesmen’s Compensa- 
tion,” just published. The two 
volumes retail at $11.50. 

The trovble is, however, that 
while salesmen’s income may well 
approach 10% of the total nation- 
al income, they need “greater sat- 
isfactions.” And these would come, 
according to Prof. Tosdal, “if they 
understood more clearly the broad 
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ADIOS IN CARS 


ay 


o 63.7% LISTENED TO THEIR CAR RADIOS TODAY! 


“I heard about it in the car, this morning”. That's a 
familiar phrase, anywhere in America — and more 
than familiar in Iowa. 


their data files. 


Out here, automobiles are used more than you 
: probably realize. There are no subways or commuter 
trains in lowa. More than 58% of all Fowa families 
own radio-equipped cars. The 1952 Iowa Radio- 
Television Audience Survey shows that 63.7% of the 
men stated that they “used the car radio today”. 
Twice as many men “listen most” to Station WHO, 
than to the next Station. 


This is a plus-audience that radio, and radio alone, 
gives you in Iowa. It is an especially good audience 
because a large part of it hears your message while. 
traveling to the store where your merchandise is sold: 


If you have not yet received your copy of the 1952 


Survey, write us or ask Free & Peters. Hundreds of 
advertising men call it the most valuable beok in 


Advertising Age, March 9, 1953 


| social importance of selling in our 
| democracy.” 


have a yen for personal status and 
for recognition. They may want 
to do good work “not merely to 
keep their jobs or to increase their 
earnings, but apparently to satisfy 
some desire akin to the ‘instinct’ of 
workmanship.” 

Prof. Tosdal’s aim is to give 
sales managers the information 
needed to develop a plan of com- 
pensation for salesmen that is 
fair to the company and to the 
man. He reports the trend is to 
plans combining salary and com- 
mission payments. About half the 
companies studied use this com- 
bination, about a quarter use sal- 
ary only, and the remaining quar- 
ter use commission only. 


s Exhibiting the Harvard Busi- 
ness School’s penchant for ten- 
point suggestion packages, Prof. 
Tosdal offers the following: 

1. List objectives for your sales 
plan and evaluate their relative 
importance. Determine earnings 
needed to attract men of suitable 
qualifications. 

2. Set fixed salary or earnings 
level and provide for periodical 
review of plans employing salary 
as an element. 

3. Match commission rates with 
incentives required. 

4. Test the plan against pro- 
jected sales or profits. Determine 
effects of accidental or cyclical 
fluctuations under the plan that 
may result in earnings unreason- 
ably high or low. 

5. Revise commission rates and 
adjust fixed salary and other as- 
pects of the plan on the basis of 
this test. 

6. Keep in mind providing for 
transferring salesmen as well as 
splitting commissions, adjusting 
salaries and expense policies. 

7. Make explicit announcements 
and explanations of the compensa- 
tion plan to avoid misunderstand- 
ing. Familiarize division and dis- 
trict managers with it. 

8. Set up procedures and assign 
competent personnel to carry out 
the plan. 

9. Do not expect too much from 
your plan. It is no substitute for 
careful direction, observation and 
control. “Sales managers cannot, 
and should not, expect a compen- 
sation plan for salesmen to be a 
substitute for wise and aggressive 
sales leadership,” he says. 

10. Expect changes in salesmen’s 
compensation to create human re- 
lations problems which, if ignored, 
could lead to the plan’s failure. 

In conclusion, Prof. Tosdal 
warns that “there is no one best 
compensation plan for any one 
size of firm or for any type of 
industry.” 


FOULKE REVISES BOOK 


ON BUSINESS PROBLEMS 

New York, March 4—The 1952 
revision of “Behind the Scenes of 
Business,” by Roy A. Foulke, v.p. 
of Dun & Bradstreet, has been is- 
sued by the company. 

This is the fourth edition of the 
book, which came out in May, 1935, 
but it is the first revised edition. 

In a preface Mr. Foulke explains 
that the revision has been made 
because he believes that the pres- 
ent management is not the same 
as that which controlled business 
during the depression and that the 
book might be of help to the pres- 
ent regimes. 

“It looks as if we are entering 
a competitive period when value 
and prices will again play their 
part after 12 years of a sellers’ 
market,” he explains, to under- 
score the need for a book dealing 
with management problems. 


® The book covers such subjects 
as financial analyses of the capital, 
inventory, sales and net profits of 


business; successful management, 
especially under competitive and 
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BACKSTAGE-—S. C. Johnson & Son, Racine, 
Wis., is tying its TV shew, “Robert Mont- 
gomery Presents” (NBC-TV), into ads like 
this one for Pride scheduled for Life. Simi- 
lar ads will run for Johnson’s wax, through 
Needham, Louis & Brorby, Chicago. 


often adverse conditions; “‘the fatal 
affinity between business failures 
and commercial fire losses,” and 
the dangers of “old age” in a 
business. 

A chapter has been added on the 
influence that a progressively ad- 
verse financial condition of a busi- 
ness has upon the moral stamina of 
individuals in management. 

The end of the book has tables 
showing 14 important ratios of 
sales, profit and capital assets 
based on figures for 70 different 
lines of business, and tables of 
terms of sales and records of busi- 
ness failures. 

The book will be distributed to 
the subscribers of Dun’s Review. 


Polonus Joins Seiberling 


Harold A. Polonus, former] 
member of the public relations 
staff of Goodyear Tire & Rubber 
Co., Akron, has been appointed 
publicity manager of Seiberling 
Rubber Co., Akron. Mr. Polonus 
will be responsible for company 
publications as well as publicity. 


Carmona & Allen Formed 


Carmona Advertising, Los An- 
geles, has changed its name to 
Carmona & Allen. Bill Allen, for- 
merly Carmona account executive, 
is president. Frank Creden, for- 
merly assistant advertising super- 
visor for Gulf Oil Corp., New 
York, has been named copy chief. 


Babee-Tenda Promotes Hoag 


Babee-Tenda Corp., Cleveland 
maker of the Babee-Tenda safety 
chair, has promoted Don R. Hoag 
to general sales manager. Mr. 
Hoag, who joined the company in 
1951 as assistant sales manager, 


Barry Joins ‘Iron Age’ 

Thomas H. Barry, formerly 
western manager of Welding Engi- 
neer, has joined the staff of Iron 
Age as regional business manager 
of a new territory comprising part 
of Chieago, southern I}inois, In- 
diana, Missouri, Kansas and Okla- 


Two Appoint Earle Ludgin 


International Furniture Co. and 
S. Karpen & Bros., Chicago, manu- 
facturers of upholstered living 
room furniture, have appointed 
Earle Ludgin & Co., Chicago, to 
handle advertising. Weiss & Geller, 


== |Chicago, had the accounts previ- 


ously. “ 


Falcon to Gresh & Kramer 
Falcon Nut & Candy Co., Phil- 


, |adelphia, has appointed Gresh & 


Kramer, Philadelphia, to handle 
its advertising. Television spots in 
the Philadelphia area will be test- 
ed to determine national advertis- 
ing plans. 


KING-TV, Seattle, to NBC 

KING-TV, Seattle’s only televi- 
sion station, on March 1 became 
the primary affiliate in the 


Seattle-Tacoma area for National | 
Broadcasting Ce. KOMO, NBC’s) 
Seattle radio affiliate, is vying for 
Channel 4, with KIRO, Seattle. 


Four Affiliate with DuMont 


Four stations have affiliated with 
DuMont Television Network, to 
bring the number of its affiliates 
to 94. The new affiliates are KTNT- 
TV, Tacoma; WTAG-TV, Ann Ar- 
bor; KAFY, Bakersfield, Cal., and 
KTTS-TV, Springfield, Mo. 


Travis to Rack Engineering 

M. A. Travis, formerly with 
Nash-Kelvinator Corp., Detroit, 
has been appointed v.p. in charge 
of sales and consultant services, 
central states region, Rack Engi- 
neering Co., Connellsville, Pa., ma- 
terials handling consultant. 


Western Boosts Slee 


Kenneth J. Slee has been elected 
to the board of directors of West- 
ern Advertising, Los Angeles agen- 
cy. In addition, he has been elected 
executive v.p. He has been with the 
agency for six years. 


Packer Appoints Ben Bliss 
Ben B. Bliss & Co., New York, 


has been named ~~ Packer Ma- 
|chinery Corp., New York engineer, 
| designer and maker of semi-auto- 
/matie filling equipment, to handle 
‘its advertising. Plans call for busi- 
ness publications and direct mail. 


KOWL Promotes Baron 


George Baron, commercial man- 
ager of KOWL, Santa Monica, Cal., 


has been promoted to general man- 
ager. He has been with the station 
for three years, joining it as an 
account executive. 


Phillips Promotes Donaldson 


James W. Donaldson, general 
sales manager of Phillips Packing 
Co., Cambridge, Md., has been 
elected v.p. in charge of sales. 


a BUILDING, me Kus 
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H We are happy to supply data on 

our QUAD-CITY market as it applies 

; to your product. Let us know your 

marketing problem in this area. We 
shall try to assist you. 
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recently was elected to the board 
of directors. 


Donnelly Acquires Two Plants 

John Donnelly & Sons, Boston 
outdoor plant operator, has ac- 
quired the facilities formerly oper- 
ated by Eagle Advertising Co., 
Boston, and Windsor County Out- 
door Advertising Corp. in Ver- 
mont. 


Spindt to Rhoades & Davis 


Caroline Woods Spindt, former- 
ly a copywriter in the San Fran- 
cisco office of McCann-Erickson, 
has been appointed assistant to R. 
Sleight, creative head of Rhoades 
& Davis, San Francisco. 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192- - page 
Bacon’s Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $10.00—it will soon save ifs cost. 


-BACON’S CLIPPING BUREAU. 


343 So. Dearborn St., Chicago 4 


Circulation of this 
Magazine is 467,706... 
largest in the South. 
Represented by 
Kelly-Smith. 


THE § ATLANTA 


Oumal and Constitution vsin: 


“Covers Dixie Like the Dew”’ 


Journal-Constitution ioe 
had the largest gain of 
any newspaper supplement in ‘52 


_,. the increase was 441,852 lines! 
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Katz Shows Number of Men, Women, Kids 
Listening to Radio at Each Hour of Day 


| Take it from WOR, which has’ He added that radio-only fami- 
| just completed an analysis of the lies here outnumber the TV fami- 
“radio only” market in this area. lies in all video markets but New 
The station reports there are 1,- York, Los Angeles, Chicago and 


New York, March 4—Are you | Sunday, there were more women 080,400 radio-only families in the Philadelphia. Non-TV New York 
more interested in getting your than men listening all during the 23 counties (New York, New Jer- has more families than the top 16 


sales message across to men, wom- week. 
en, teen-agers or small fry? Or is} 


the idea to reach as many people, 080,400 RADIO-ONLY 
male and female, old and young, | FAMILIES IN NEW YORK 


as possible? 

Whatever the radio sponsor’s in-_ New York, March 4—Advertisers 
tent in this respect, he will find who overlook the non-TV market 
the Katz Agency’s analysis of in New York are doing quite a job 
listening patterns in 18 cities | of overlooking. 


worth while reading. 


| sey, Connecticut) covered by local markets now without video service, 
_ video stations. it was stated. 

_ Robert Hoffman, research direc- 

tor for WOR, pointed out that there bs Carrying the case for AM a step 
are only four other markets in the | further, WOR included figures to 
U. S. where the total family popu- | show that these metropolitan fami- 
lation tops non-TV New York. lies, which heven’t yet bought 
These are Chicago, Los Angeles, themselves a TV set, do listen to 
‘Philadelphia and Boston. their radios. Sets-in-use through- 


Advertising Age, March 9, 1953 


out the day averaged 24.4 in No- 
vember and December, i952—a 
gain of 4% over the average for 
the same period in 1947 when TV 
penetration was a mere 2%, ac- 
cording to Pulse. 

The study noted a sizable drop 
in nighttime listening, but found 
sets in use from 8 p.m. to mid- 
night a few points above the day- 
time average. 

Nor are the network outlets los- 
ing the audience battle with the 
independent stations, as WOR tells 
the story. 


The national representative’s 
compilations are based on Pulse 
data for January and February, 
1952, covering Atlanta, Baltimore, 
Birmingham, Boston, Buffalo, Chi- | 
cago, Cincinnati, Detroit, Los An-. 
geles, Minneapolis, New Orleans, 
New York, Philadelphia, Rich- 
mond, St. Louis, San Francisco, 
Seattle and Washington. The re- 
port released is an average of the 
18 cities—all of which have home 
TV—but figures for individual 
cities are available on request. 

Among the subjects covered by 
Katz in a series of charts are: (1) 
home sets-in-use per 100 radio 
homes; (2) out-of-home listening 
per 160 radio homes—this for 12 
cities; (3) ratio of out-of-home lis- 
tening to home listening—for 12 
cities; (4) total listeners per 1,000 
radio homes; (5) men listeners per 
1,000 radio homes; (6) women lis- 
teners per 1,000 radio homes. 


® If total listeners is the important 
consideration for an advertiser, 
evening radio in these big mar- 
kets is the buy for him. The peak 
in total listeners per 1,000 radio 
homes came on Sundays at 8 p.m. 
with 520. On weekdays the audi- 
ence for this hour was almost as 
good—517; on Saturdays it was 
481. 

Saturday morning is a likely 
period to attract teen-agers and 
their younger brothers and sisters. 
High point in this category’s lis-| 
teners per 1,000 radio homes came | 
at 10 a.m. Whether this listening 
characteristic holds true in warmer 
weather is something else. 

In these 18 cities the best times 
to sell products to men via radio 
would seem to be (in order of 
rank) Sundays at 8 p.m. and 7 
p.m. and weekday evenings at 9. 
Peak period for attracting the) 
women to radio was 10 a.m. on)! 
weekdays. 

Except for 6 a.m. and 11 p.m. 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


The | 
Boston Globe 


MORNING © EVENING * SUNDAY | 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolero, Meeker and Scott, Chicago, Detroit. 
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Advertising Age, March 9, 1953 


“Although 34 stations in tne New 
York area vie for this radio-only 
audience in these non-television 
homes,” Mr. Hoffman said, 
“throughout the day the network 
station share of audience comes to 
54%. And three of the four stations 
(WOR, WCBS and WNBC) indi- 
vidually pull more audience than 
the top-rated independent 
(WNEW) from 6 a.m. to mid- 
night.” 


® Two of the stations (WCBS and 


WOR), he continued, are averag- | public sets, junked sets and sec- 


ing higher daytime ratings in these 
homes than they did five years ago. 

To arrive at the size of non-TV 
New York, WOR projected Sales 
Management’s Jan. 1, 1952, family 
figure to Jan. 1, 1953, by allowing 
a 2% increase in the number of 
households. This all-family figure 
was reduced to radio families on 
the basis of Broadcast Advertising 
Bureau county-by-county calcula- 
tions for AM ownership. TV fami- 
lies were obtained by reducing the 
NBC estimates 3% to allow for 


ondary sets. The difference be- 
tween the two estimates was taken 
as the number of radio-only fami- 
lies. 


La Premiata Names Agency 
La Premiata Macaroni 


ing. 
National Can Leaves N.Y. 


National Can Corp. has moved port 
its headquarters office, formerly vertising. 


Corp., 
Connellsville, Pa., has appointed 
Advertising Syndicate of America,” 
Pittsburgh, to handle its advertis- 


lied 


in New York, to 3217 W. 47th 
Place, Chicago. The company’s 
eastern division sales office in 
New York will continue at its 
' present location, as will sales of- 
'fices in Chicago and other cities. 


Joyce Food Names Force Inc. 
| Joyce Food Products, Paterson, 


'N. J., has appointed Force Inc. to 
handle the advertising of its new 
Pop-Quik—a ready to pop corn. 
Initial distribution will be in the 
ese che ges New York area, sup- 


by newspaper and TV ad- 


aie 
, Leh 


oman’s 


Mrs. Porter Handles Publicity 


Advertising Producers Associa- 
ted, Chicago, has appointed Mrs. 
Eleanor Porter to handle publicity 
for clients in the home building 
and furnishings field. Mrs. Porter 
formerly was associate editor of 
Small Homes Guide. 


Danielsen to Ross Roy Inc. 


Kenneth P. Danielsen, formerly 
with Westchester County Publish- 
ers, has been appointed to the New 
York merchandising staff of Ross 
Roy Inc. Mr. Danielsen will work 
on the Dodge truck account in the 
metropolitan area. 


Peanut Groups Meet in April 


The 1953 conventions of the 
Peanut Butter Manufacturers 
Assn., the Peanut & Nut Salters’ 
Assn. and the National Peanut 
Council will be held at the Shore- 
— Hotel, Washington, April 8- 


B&B Promotes Nicholas 


Peter Nicholas, formerly in 
charge of copy research and mar- 
ket research at Benton & Bowles, 
New York, has been promoted to 
associate director of research. Mr. 
Nicholas has been with the agency 
since 1947. 


WKNB.-TV, New Britain, Bows 


WKNB-TV, New Britain, Conn., 
has begun operations on Channel 
30. Julian Gross, head of Julian 
Gross Advertising, Hartford, is 
president of the new station. Peter 
B. Kenney is general manager. 


Cranwick Heads Sales Dept. 


Canadian Westinghouse Co., 
Hamilton, has promoted J. E. 
Cranwick to manager of the sales 
department, industrial products 
division. Mr. Cranwick will con- 
tinue as central regional manager. 


Lamson Corp. Promotes Ellor 


Lamson Corp., Syracuse manu- 
facturer of conveyors and pneu- 
matic dispatch tubes, has pro- 
moted J. B. Ellor to sales promo- 
tion manager. Mr. Ellor has been 
market research manager. 


Spangler Joins Richards 


Lee Spangler, formerly with 
Carter Advertising, Kansas City, 
has joined the creative staff of 
Fletcher D. Richards Inc., Chicago. 


** . . We investigated 22 re- 
search organizations ... 
Western Union was 

because of . . . extensive cov- 


erage... speed...and the 
least cost.” 


You, too, can 
profit from 


Western Union 
MARKET SURVEYS 


Fast, efficient way 
to check consumer 
J attitudes and 
mq brand preferences. 
Call on Western 
. Union for local, 
sectional, or nation-wide sur- 
veys—conducted by over 2,000 
eapertenees, on-the-ground 
offices throughout the country. 


Other Western Union Services 
@ DISTRIBUTION—F ast distribution by mes- 
senger service. 


@ CIRCULATION VERIFICATION —Checks titles, 
buying influence and addresses. 


@ PUBLIC OPINION POLLS—Spot checks on 
media coverage and consumer prefer- 
ences. 


@ “OPERATOR 25” — Enables advertisers to 
give prospects the names of local deal- 
ers by telephone. ~rovides missing link 
between advert.ser and consumer. 


For further information on any or oll 
these special services, call your 


local office of WESTERN 
UNION 
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Leaves Advertisers’ Service wwcket, R. I, has resigned. The 
Gary Garabedian, art director ‘agency will be carried on by Nate 915 Dailies Boosted 
of Advertisers’ Service Co., Paw- Chernack, sole owner. Circulation Price 


in ‘52; Revenue Up 


_ New York, March 3—A total of 
515 dailies in the U.S., Canada, 
Hawaii and Alaska boosted their 
circulation prices in 1952—and 
Some of them are enjoying circu- 
lation gains up to 40% following 
' the boosts. 

| _As for circulation revenues, 254 
‘of the papers reported to the 
|American Newspaper Publishers 
|Assn. that they jumped anywhere 
from 1% to 60%. The revenue 
breakdown: One paper, up 60%; 
21 papers up 26% to 50%; 22 from 
21% to 25%; 66 from 15% to 20%; 
64 from 11% to 15%; 72 from 1% 
to 10%. Eight papers had unspeci- 
fied revenue gains. 

Circulation losses following in- 
creased prices were reported by 237 
papers. However, 78 have since re- 
covered the loss, 52 not only re- 
covered fully but gained from 1% 
to 20%, and 54 papers said they 
had not recovered the loss. 


media schedule without The Elks Flagg-Utica Names Agency 


... where your ads reach over a million men and families | 1,.0° Dew!y-consolidated Flagg- 

5 A Utica Corp. has appointed Dowd, 
with incomes double the national median. Nowhere can | Redfield & Johnstone, New York, 
you reach them more effectively, than through the |and John C. Dowd Inc., Boston, to 
magazine they own and believe in... The Elks Maga- | handle advertising for its Body- 


i ’ hildren’ 
zine, a class-income mass market for only $2.14 per — get vd tomy The edn 
page per thousand. 


agency also will do promotion for 
: THE t/ | 


Flagg-Utica’s subsidiary, Minne- 
MAGAZINE 


apolis Knitting Works. 
NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


STAMATY 


Skrip Ads Hit Record High 


W. A. Sheaffer Pen Co., Fort 
Madison, Ia., will push spring pro- 
motion for Skrip to an alltime 
high. Full-page, four-color ads will 
appear in 23 comics books. Life 
will carry b&w ads, and Skrip will 
appear prominently in Sheaffer’s 
Snorkel pen spring prorotion. 
Russel M. Seeds Co., Chicago, is 
the agency. 


Radio's 


cROWING 


In automobiles alone, there are 27,424,500 radios. 


AND at any given moment, more than one-third of 
the radio equipped cars on the road have their sets 


AND—in the second largest market in the nation, 


WGN reaches more homes each week than any 


other Chicago station. 


Chi 11 
A Clear Channel Station... mat 
Serving the Middle West ~_ _ 


MBS On Your Dial 


Chicage effice for Minneapolis-St. Paul, Detroit, Cincinnati and Milwaukee 
Eastern Sales Office: 220 E. 42nd Street, New York 17, N. Y. for New York City, Philadelphia and Boston 
oe Geo. P. Hollingbery Co. 
Los Angelee—411 W. Sth Street * New York—S00 Sth Avenue * Atlanta—223 Peachtree Street 
Chicago—307 N. Michigan Avenue © San Francisco—625 Market Street 


Advertising Age, March 9, 1953 


Getting Personal 


New president of the Cleveland Advertising Golf Assn. is C. 
Brent Cook of Elwell-Parker Electric Co. Serving with him are 
Charles Farran of Griswold-Eshleman as v.p., and Wilmer H. Cordes, 
American Steel & Wire Co., secretary... 

Peter C. Keischgens, general manager of the Oswego, N. Y., branch 
of Whitmer & Ferris Co., Buffalo outdoor advertising concern, has 
been elected president of the Oswego Chamber of Commerce... 
John Heverly, v.p. of Botsford, Constantine & Gardner, Seattle, 
heads the Seattle-Kings County Red Cross chapter’s volunteer pub- 
lic information committee... 

Robert Bamberger, ad manager of Jordan Refrigerator Co., Phil- 
adelphia, opened a three-day Jordan sales convention with the an- 
nouncement that his wife had given birth to twin boys. Then he 
promptly fainted. He’s now doing nicely... 

The coach at Chicago’s Town Club thinks he has some excellent 
timber for championship swimming in ten-year-old Barbara Scott. 
She’s the daughter of William W. Scott, executive v.p. of Federal 
Enterprises Inc., spectacular and “high spot” painted bulletin 
maker... 


GIFT TO HOSPITALS—For the fourth successive year the Art Directors Club of De- 

troit has presented a group of members’ spare-time paintings to the Detroit Area 

Hospital Council for distribution to its members. Left to right are Joseph Franz of 

Maxon Inc., chairman of the project; William Johnson, Kenyon & Eckhardt; Dr. A. D. 

Goldstein and Dr. Max Newman of Detroit Memorial Hospital; Stuart Walker, ex- 

ecutive secretary of the council; and (seated, right) Owen R. Pinkerman, administrator 
of Detroit Memorial Hospital. 


Allan Brown has been substituting some Bermuda golf and fish- 
ing for his chores at Bakelite Co., New York, where he’s v.p., p.r. 
director and ad manager...James Webb Young, senior consultant 
at J. Walter Thompson Co., New York, received the Milwaukee 
Adclub’s distinguished service award Feb. 26 at an Advertising 
Week dinner at which Frederic Gamble, Four A’s president, was the 
principal speaker. Bert S. Gittins, head of the Gittins agency, was 
chairman of the awards committee, which presented a scroll to Mr. 
Young for “significant contributions” to the advertising field... 

A Chicago newcomer who will be celebrating Washington’s birth- 
day from here on is Dianne Vanderpool, who weighed in at 6 lbs., 
8 oz. Feb. 22. She’s the daughter of Bill Vanderpool of AA’s sales 
staff, and his wife, Patricia... 


Five men share the responsibility of picking the Chicago area’s 
Woman of Distinction for 1953—project of the Women’s Advertis- 
ing Club of Chicago. The panel includes Dale Cox, p.r. director of 
International Harvester Co.; George Hartford, ad director, Chicago 
Daily News; Don Herbert, “Mr. Wizard” of TV; Don McNeill of 
WLS Breakfast Club; and M. Glenn Miller, head of the M. Glenn 
Miller agency. Georgia C. Rawson, of State Teachers Magazines, 
heads the club’s award committee. 

William M. Savitt, president of Station WCCC, Hartford, Conn., 
was named Hartford County’s outstanding citizen at a testimonial 
dinner given by the Hartford and New Britain chapters of AHEPA, 
Greek social-fraternal organization. 


Burton Browne, head of Burton Browne Advertising, Chicago, 
left Feb. 27 for Long Beach, Cal., where he will participate in a 
special Navy cruise to Pearl Harbor aboard a combat ship of the 
Pacific fleet. Guests making the cruise will spend six days in Pearl 
Harbor visiting various naval installations in the area... 


J. R. Snyder, publisher of the Gary Post-Tribune, and Mrs. Snyder 
are on a two-month cruise around South America aboard the Cunard 
liner Caronia. After several stops in the West Indies they’ll go 
through the Panama Canal and down the west coast of South Amer- 
ica, with time for numerous side trips... 


The Minneapolis Junior CofC’s choice for outstanding young man 
is Tres Goetting, of Campbell-Mithun’s p.r. staff. He’s v.p. of the 
state chapter of the Public Relations Society of America, and one 
of his recent civic contributions has been in aiding Minnesota’s 
tourist development program... 

Frederick E. Baker, head of Frederick E. Baker & Associates, Se- 
attle agency, has been handed the tough job of chairman of the new 
industries division, Seattle Chamber of Commerce. . .In Philadelphia, 
George M. Neil, general manager of the Philadelphia Inquirer, has 
joined the executive committee of the CofC... 

On the 1953 sponsor list of the National Society for Crippled 
Children and Adults (the Easter Seal campaign) are Kerwin H. 
Fulton, president, Outdoor Advertising Inc., New York; Graham Pat- 
terson, publisher, Farm Journal, Philadelphia; Marshall Field, presi- 
dent, Field Enterprises, Chicago; and Hilliard Marks, Batten, Barton, 
Durstine & Osborn, Hollywood. . . 
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(Advertisement) 


“Give Me All the Facts, and _—_ merit, but this ad went on, ‘floor 
I'm Sold.” Says Builder to ceiling doors eliminate wood 
Alvin M. Hoffberg, prominent jambs and casings, over the door 
‘Chicago builder speaking at a ser- construction and necessity for 
‘ies of Practical Builder sponsored electric outlet.’ I quickly took my 
‘clinics for building products ad- Pencil and figured the saving on 
_vertisers, came up with these help-| these items, carpentry, millwork, 
gredients, parts or raw materials |ful tips to harassed ad writers: | painting, electric outlet and fix- 
that go into his product. And never | “While in the planning home | ture. 
forget that the builder, too, is a stage of a building project I saw 


: ; | Mee 
manufacturer. an ad in Practical Builder for # “The ad went on: ‘Minimum 


| 


More Home for the Money; Key 
to Million-Home Year, Builders Say 


More value, better design, more 
consumer appeal, and preferably, 
though not necessarily, lower 
prices—those were the thoughts 
that occupied most of the builders 
at the recent record-breaking Na- 
tional Association of Home Build- 
ers exhibit in Chicago. The same 
problem pattern has been evident 
in independent studies made by 
Practical Builder magazine. Build- 
ers are scrutinizing every product 
and every possibility that will give 
homes the appeal needed to con- 
vert prospective home owners into 
at least a million buyers in 1953. 


asks when he’s considering the in- 


| 


color, nor glamorous, and the only the illustration gave the type of 
illustration was a sectional draw- material I could believe that state- 


that your salesmen never see most 
builders and so your advertising in 


than say, “We've got the best.” It | terial details. The copy read: ‘Cut they were honest enough to say 
has to say why and how your prod-_ initial installation, servicing and | “minimum” instead of “no” warp- 
uct answers the questions listed | sales costs.’ Man, to a builder that’s ing. That cuts my service cost. I 
above. If possible, prove it to him)a real mouthful! knew that public acceptance would 
in your advertisement. He'll read |help sales. 

it. It’s his bread and butter, and|# “If the ad had stopped there I| “The ad_ continued: 
often the only source of informa- 
tion he has. 


ads make great claims with little installed. Requires 


s Unlike other producers, of re- 


Practical Builder has to do more ing showing construction and ma- ment, also I had confidence because 


‘Shipped | 
would have stopped too since many |complete with track, finger pulls | 
only eight | formation to buy.” 


'screws for installation, %” ad- 
justment top and bottom, 1” tol- 
‘erance on sides, rubber bumpers 
on edges.’ 

That solved just about all con- 
struction problems. No exact open- 
ings, no marring, so I add the 
saving in hanging other doors 
and installing hardware. Next in 
the ad were the sizes in stock and 
availability, the average price per 


Important to remember, also, is sliding doors. This ad was not in warping, no shrinkage.’ Because opening unpainted, the additional 


cost and colors pre-painted. 


s “I now use this product on all 
closet openings. It comes well 
packaged with clear instructions 
in each carton. We have little dam- 
age and installation is fast. The 
product is good and price is no 
less, but they gave me enough in- 


frigerators or TV, for example, the 
home builder can’t use well-known 
national pressure methods of ad- 
vertising, dealer campaigns, and 
all the known merchandising gim- 
micks to push up sales. His opera- 
tion is strictly local and he manu- 
factures a product that costs more 
money than anything else the aver- 
age family will ever buy. In ad- 
dition, the purchase of a home in- | 
volves usually a major change in | 
environment and living habits. | 

All of this subjects the builder’s | 
product—the home—to a degree 
of shopping, scrutiny and eompeti- | 
tive comparison equalled by no| 
other product. If you’ve ever) 
bought a home, you know what we | 
mean. No glib or sensational ad- | 
vertising in local newspapers, no | 
merchandising gimmicks, can do) 
much more than bring people out 
to look, and then only high value | 
per dollar of price will make home | 
buyers out of shoppers. 


Says Richard Hail Brown, B & D Development Company, 
Birmingham, vice president NAHB: “Your current 
articles on ‘Plan for Profit’ are money in the pockets of 
builders. I have gotten some splendid things 

out of them and passed several on to other builders 

with the recommendation that they read them in 
Practical Builder. It is the kind of thing we must have 
more and more of, because conditions are 


going to require efficient methods.” 


| 
| 


| 


# It’s important for the building 
products manufacturer to remem- 
ber this in his advertising to the 
builder. One yardstick for manu- 
facturers is this—given a good 
product, there’s a better than ever | 
chance to sell the builder, if the | 
answer is yes to any of these five 
questions: 

1. Will it save money without 
lowering value? 

2. Will it make a better house 
at no increase in cost? 

3. Maybe it’s priced higher but 
costs less to install? 

4. If it costs more, is the extra. 
price justified because of extra 
consumer appeal? 

5. Maybe it doesn’t cost less, but 
will it speed up the job? 

These are pretty much the same | 
questions that any manufacturer | 


Man or magazine, the thing that counts is vitality. 


You can’t edit a book to a hard-and-fast formula any more 


| 


than your pulse has the same rhythm two days 
running. Practical 


| builder has always said 


| 
| 


what it meant and meant what it said. Its pages have never 


been filled with frills or froth .|. . just sinew and substance. 


They are vital pages. at aleyt and alive not only to part 


Personal Field Study 
on Builder Magazines | 


“Not long ago I personally per- | 
formed a nine weeks field research | 
study for one of our clients” writes | 
the head of an advertising agency. 
“So many dealers and builders 
told me they took time to read 
Practical Builder that I came out. 
of the survey feeling it to be the. 
best-read publication in the area. 
Or, at least, among those people to 
whom I had talked. 

“When another client announced 
to me that he wanted to advertise 
in a building construction paper, I 
naturally recommended Practical 
Builder. His first advertisement 
more than paid for itself in actual 
orders.” Name on request. 


Calls ‘PB’ Best 
Publication for Builders 


‘“‘May I take this opportunity to 
say that Practical Builder is the 
best publication for builders that 
I have ever seen. The estimating 
information is wonderful, and 
your coverage of all items is ex- 
cellent. Could name a half dozen 
leading publications I have sub- 
scribed to. Would not trade yours 
for all of them put together. Cun- 
ningham-Waters Construction Co., 
Inc. 


of the light construction industry but to all of it: homes, non- 


residential, farms, and the multi-Willion-dollar remodeling and 
modernizing market. So why settle for less, Mr. Advertiser? 


Tell your story in PB and you tell it to the builder- 


contractors who count in the whole light construction industry. 


So INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 


... Of the light construction industry 
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Admiral Promotes Herrick 


Admiral Corp., Chicago, has pro- 
moted Raymond W. Herrick to 
sales manager of the radio division. | 
Mr. Herrick, who joined the com- 
pany in 1950, has been a ialty 
salesman in the accessory division. 


Temple Joins Schlaiter Co. 
Herman Temple, formerly with 

20th Century-Fox Film Corp., New 

York, has joined Charles Schlaif- 


To Silberstein-Goldsmith | 


All Forty Inc., manufacturer and | 
distributor of vitamins and For- 
mula 77 for underweight people, 
has appointed Alfred J. Silberstein 
—Bert Goldsmith Inc., New York, | 
to handle its advertising. 


Waldie & Briggs Adds One 


Waldie & Briggs, Chicago, has 
been appointed to handle advertis- 
ing for Conlon-Moore Corp., Chi- 


| scheduled. 


Miller Names Banning Co. 


Banning Co., Los Angeles, has| Margo Murtha, formerly adver- 
een appointed to handle adver- tising manager 
tising for Miller Television Co., Philadelphia department store, has 
maker of TV antennas. A series of been appointed manager of C. A. 
ads in trade publications has been Rowell Co., Germantown, Pa., 
| department store. 


Promotes Douglas Murphey | Webber Made Agency Partner 
Douglas M. Murphey, for the| George W. McMurphey Adver- 

past eight years a member of the | tising, Portland, Ore., has changed 

executive-contact staff of War-| its name to McMurphey & Webber. 


Se er & Co., New York, as consulting 


eago maker of home ironers, wash- 
& art director. 


wick & Legler, New York, has been| Ken Webber has become a princi- 
ers and dryers. F 


elected a v.p. of the agency. pal. 
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paper is the base of the job | 
Well begun, half done...fine arf, good copy 
the best of engraving... 


they all need the right paper 
to complete a satisfactory printing job. 


Here's today’s big value in process cocted paper! 
Smooth surfaced, uniform Hudson Giess performs equally 


weil en either flatbed or rotary letterpress... ulways 

delivers clean, sharp halftones. Perfect for 

catelogs, house organs, broadsides, bookiets, folders, 
timetables, advertising literature. | 


“ional |v, ner... 


PAPERS FOR PRINTING AND CONVERTING 


220 East 42nd Street, New York 17, N.Y, 


of Snellenburg’s, | 


Advertising Age, March 9, 1953 


| Murtha Named Rowell A. M. |Commission Hits 


N.Y. State Plan 
for Educational TV 


New York, March 3—Educa- 
tional TV in New York state suf- 
fered a major blow last week. The 
temporary state commission on the 
use of television for educational 
purposes voted 10-5 against recom- 
mending the expenditure of state 
funds to build and operate a chain 
of 10 television stations. 

The University of the State of 
New York, the state department of 
education, has received Federal 
Communications Commission au- 
thorization to build seven u.h-f. 
stations. The board of regents, de- 
spite the TV commission’s unfavor- 
able report, has indicated it will 
ask the FCC to extend these con- 
struction permits. 


® The commission, which included 
educators, admen, broadcasters and 
government officials, suggested 
that educational television be de- 
veloped through the use of avail- 
able time on commercial stations. 
They expressed the opinion that 
New York, like Los Angeles, San 
Francisco and Houston, could ob- 
tain private funds through quasi- 
public, non-profit educational cor- 
porations to construct one or more 
non-commercial video stations for 
educational purposes. 


To Gottschaldt-Mickelberry 


Rainbow Springs Enterprises, 
Dunnellon, Fla., and Palms from 
Florida Inc., Miami shipper of 
tropical plants via mail, have ap- 
pointed Gottschaldt-Mickelberry, 
Miami, to handle their advertising. 


Fleming Joins Philco PR 


P. Bernard Fleming, formerly 
director of public relations for the 
appliance division of Westinghouse 
Electric Corp., Mansfield, O., has 
joined the public relations depart- 
ment of Philco Corp., Philadelphia. 


Names TV Service Head 


The National Appliance and Ra- 
dio-TV Dealers Assn., Chicago, has 
appointed Harold Chase chairman 
of its television service commit- 
tee. He is president of Chase Tele- 
vision Service, Detroit. 


Helen Wilbur Joins Grey 


Helen Wilbur, formerly with 
Doherty, Clifford, Steers & Shen- 
field, has been named radio-TV 
time buyer for Grey Advertising 
Agency, New York. 


TEEN TOWN, U. 5. A. 


Its population is greater than 
New York’s, but you won’t find it 
in the census. Its area is as large 
as all 48 states, but it’s more a 
state of mind than geography. We 
mean, of course, that wondrous 
community of more than ten mil- 
lion teen-agers in school—Teen 
Town, U. S. A.! 


We hope you aren’t missing this 
market of amazing young con- 
sumers—amazing for their influ- 
ence on the buying habits of 
others as well as for purchasing 
power of their own. 


The one place where America’s 
high school youth meets regularly 
is in the classroom. And the one 
advertising medium they regularly 
read and study in the classroom 
boa 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 
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True Story Women’s Group Challenges You... 


| Anock do Ay Door 


in a wage earner 


neighborhood 


dd 
id. 
dd 
\- 
Ss. 
at 
in 
- i 
l- eae Aca 
P- ee ee 
ARES Ce : 
; os 
ly - 
ie 
e 
iS 
; | Chances are 50-50 you'll find a housewife who’s spending 
EEL EAN E LIN 6 

" as much or more in food stores than | 
n - * 
rt the average white collar wife 

| That's natural. Wage earners have larger families, and more money to 
h spend than ever before. They're spending it too! Big!* 
be 
V 
¥ Chances are 1 to 2 you will also find at least one reader of 


NEWS FLASH! 
Now ... for the first time! A new 
survey analysing family coverage 
and duplication of 
4 major STORE magazines 
4 major SERVICE magazines 
3 major ROMANCE magazines 


Ask to see 
FOOD STORE BUYING BY 
MAGAZINE FAMILIES 


True Story magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story Women’s 
Group magazines is edited for wage earners —catering to their tastes, 
their needs, their judgment of what makes good reading. 


Tr, see what they earn and how 
they spend — write for your copy of 


AMERICA’S NEW BUYING POWER 


If it’s wage earners you want, turn to 


TRUE STORY Wonert cone 


the market place of wage earner America! 


MACFADDEN PUBLICATIONS © 205 EAST 42 STREET * NEW YORK, NEW YORK © OFFICES: CHICAGO, SAN FRANCISCO 
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Rockefeller Ate Crackers, Too... 


200 Nabisco Products 
Backed by $7,500,000 


~ Baker Had $1,000,000 
Budgets 50 Years Ago; 
Changes TV Approach 


By James V. O’Gara 

New York, March 5—Thirty- 
five years ago, according to news- 
paper accounts, John D. Rocke- 
feller ordered a Nabisco Graham 
crackers-and-milk snack while 
traveling to Cleveland by train. 

Several summers ago, a U. S. 
Foreign Service officer arrived in 
Tabriz, northern Iran, an isolated 
post some 40 miles from the Rus- 
sian frontier. He and his wife faced 
a somewhat spartan Christmas be- 
cause their supplies still hadn’t 
caught up with them. But a visit 
to the Tabrizian equivalent of a 
grocery store turned up a dust cov- 
ered carton of Nabisco’s English- 
style assorted biscuits, which 
served admirably as a holiday 
piece de resistance. 


= And last summer, when the new 
superliner United States hung up 
a transatlantic speed record, her 
pantries were stocked with Premi- 
um saltines, Ritz crackers, Fig 
Newtons and other crackers made 
by Nabisco, sole supplier to the 
United States Lines. 

Nabisco—which spelled out reads 
National Biscuit Co.—today makes 
some 200 different crackers and 
cookies, and they’re likely to be on 
sale almost any place, in view of 
the fact that Nabisco last year en- 
joyed a volume of $346,50u,000— 
a figure which makes it far and 
away the industry’s biggest seller. 

Formed in 1898 by the merger 
of a number of companies, Nabisco 
was the first to take its products 
out of the cracker barrel. The first 
packaged cracker—Uneeda Biscuit 
—was introduced in 1899. Even in 
those days, Nabisco was a big- 
time advertiser, putting nearly $1,- 
000,000 behind Uneeda. 


s This year, 1953, Nabisco plans to 
spend more than $7,500,000—a new 
high—on its cracker advertising, 
but principally on Premium sal- 
tines (the company’s best-seller), 
Ritz, Nabisco Grahams, Nabisco 
shredded wheat, pretzels, Triangle 
Thins, Oreo Creme Sandwiches, 
Fig Newtons, Nabisco sugar wafers, 
NBC breads and Milk Bone, dog 
biscuits. The ad budget rep esents 
2% to 2%% of the company’s sales 
volume. 

While these are but a handful of 
its 200 different crackers, Nabisco 
has long advertised on the theory 
that it should push the leaders and 
they will help carry the others. 
This was true even in 1908, when 
the company had no fewer than 
500 crackers. 

One of these was Barnum’s Ani- 
mals crackers, which appeared for 
the first time about Christmas, 1902 
—just three years after the debut 
of Uneeda Biscuit, the first pack- 
aged cracker. Animals caught on 
right away and today they rank 
in the top 50 Nabisco varieties. 


s “No one knows who first thought 
of making an animal cracker,” re- 
ports Mary R. Hoban, editor of 
“Nabisco,” company house organ. 
“Our earliest records indicate that 
it was one of two concerns. As 
early as 1878, both companies sold 
animal crackers to grocers in 


wooden boxes, barrels and glass- | 


front cans. 

“This we do know, however. Na- 
bisco was the first company to 
‘cage’ the animal crackers, or put 
them into a package. And Bar- 
num’s were the first string pack- 
ages ever to appear on the mar- 
ket.” 


The cracker animals, whose 
shapes haven’t changed since 1911, 
are merchandised differently from 
most Nabisco items. The company 
has found, for instance, that more 
than twice as many packages are 
sold when displays are close to the 
floor—just about eye-level for 
children whose ages range from 
four to ten years. The string on the 
package is also a plus with voung- 
sters. 


@ While Nabisco has reduced the 
varieties of its crackers from 500 
to 200 down the years, and still 
sells many old-time cookies, it 
also develops new kinds of crack- 
ers. 

Last year it brought out Nabisco 
Coconut Bars—Snack Size. The 
product idea started with the sales 
department, which reported there 
was an opening for a new coco-" 
nut product, and the idea was ini- 
tially kicked around by sales and 
the production department’s new 
varieties division. 

Then production reported it had 
been working on a new line of 
cookies that could be dump-packed 
in printed, stand-up cartons. A 
coconut product, if the right size, 
seemed to be a natural to them for 
introducing this new line. 


= Next, the experimental bakery 
began working up recipes and test- 
ing cookie sizes. Experimental was 
guided by three factors: (1) the 
product should be good to serve 
any place, any time, (2) it should 
have long shelf-life and not break 
easily in dump-packing or ship- 
ping, and (3) the price had to be 
attractive to families in all income 
brackets. 

Experimental finally came up 
with six different recipes which 
were used in crackers of various 
sizes and shapes. The snack size 
was achieved by cutting a test 
cookie in half. Next the crackers 
went off to the taste panel to find 
which of the cookies tasted best 
and would have the most appeal to 
consumers. 

Then the engineering depart- 
ment designed the die to cut the 
dough into the selected snack size; 
the ad department supervised cre- 
ation of the package design; pur- 
chasing got the cracker ingredients 
and arranged for printing the car- 
tons. 


# The laboratory tested the in- 
gredients. Traffic planned trans- 
portation of ingredients to the vari- 
ous Nabisco bakeries, and the ship- 
ment of the finished product to 
sales branches. Legal okayed the 
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‘RITZ'n'Tomato soup 


COLOR TIE-IN—The February tie-in for 
| Ritz featured it with tomato soup in this 
| four-color Life ad. Ritz is also being fea- 
|tured with Campbell soup on Arthur God- 
frey’s radio show. Campbell is lending 
radio and TV support. 


name and the package listing of 
ingredients. 

Sales followed up by arranging 
store samplings, point of sale dis- 
plays, and introducing coconut 
bars to the public. The home eco- 
nomics division tied a ribbon on 
the whole operation by sending 
photos and press releases to food 
editors all over the U. S. By July 
1, 1952, the new product had won 
national distribution—just a year 
after the birth of the idea. 

Nabisco’s 1953 ad budget will go 
through McCann-Erickson (its 
agency since 1934) and on into 
television, magazines, outdoor, 
Sunday supplements and radio 
(183 Arthur Godfrey broadcasts). 
As many as 550 or 600 newspapers 
have been scheduled in past years 
for special drives. And they will be 
used that way again in 1953. Need- 
ham & Grohmann places Nabisco’s 
hotel and restaurant advertising. 
In Canada, Nabisco is represented 
by MacLaren Advertising Co. and 
by Cockfield, Brown. 


@ Last year, Nabisco used “Kukla, 
Fran & Ollie” and TV spots. Then, 
during the past fall, the advertis- 
ing staff, headed by George Oliva, 
decided on a study aimed at dis- 
covering the best 
way of doing a 
TV selling job. 
As a result, a new 
spot program 
evolved. 

“We want to 
use TV to sell 
Nabisco  prod- 
ucts,” explained 
Mr. Oliva, a di- 
rector of the 
Assn. of National 
Advertisers. “We 
don’t just want to become well- 
known as a sponsor. A network 
show might cost as much as $2,- 
000,000 or more a year—and reach 
a somewhat limited audience. 
However, by buying 20-second 
spots adjacent to the best network 
shows, we can reach a large, di- 
versified audience. And we know 
we can do an excellent selling job 
with 20-second spots. 

“Furthermore, TV spots are ac- 
tually a local medium and because 
of this fact we can schedule our 
spots during drive periods by geo- 
graphical area and by product. In 
other words, we can advertise lo- 
cal products, where necessary, in 
problem markets or areas of high 
potential. 

“And we can show our new tri- 
angle seal packages more dramati- 
cally to more people—which is a 
particularly important factor in 
these days of self-service buying,” 
he added. 


George Oliva 


s The TV spot schedule, as built 
up, will appear “in all but two of 
the established TV markets,” and 
each week the spots “will reach 
over 11,000,000 homes one or more 
times.” Nabisco figures these mar- 
kets represent more than 60% of 
all U. S. families and better than 
two-thirds of all Nabisco sales. 
Speaking of the triangle seal, 
this innovation (and the redesign 
of all Nabisco packages) was de- 
cided on in view of changes in dis- 


|tribution and merchandising, par- 
| ticularly the growth of supermar- 


kets. Package design, it was felt, 


| plays an increasingly large role in 


sales. 
“The actual decision to re-do our 
packages,” reports Nabisco, “came 


| about as the result of a long-range 


program to determine how our na- 
tionally advertised products (Pre- 
mium saltines, Nabisco Grahams, 
Ritz, Oreo, etc.) could be used to 
help sell our other products. In 
looking around for a device that 
would tie our line together, re- 
search pointed out that the answer 
was in the famous Nabisco seal. 


s “Raymond Loewy & Associates 
was asked if it thought our seal 
might be put to better use in pub- 


NEW SEAL—This cclor spread in Life ann 


ounced the “easy-to-see’’ red seal in the 


upper left hand corner of Nabisco’s packages. The seal was designed by Raymond 


Loewy, who was also retained 


licizing Nabisco and, if so, how. 
The answer was the triangular, 
left-hand corner seal, larger and 
more conspicuous than the regular 
red seal formerly used on the face 
of the package.” 2 

Loewy further suggested « light- 
er, brighter shade of red so the 
eye would be drawn to Nabisco’s 
position on retail shelves. 

Nabisco calls the family-resem- 
lance move “one of the biggest 
projects” it has ever undertaken. 
In addition: to the regular cartons, 
the whole cellophane line is being 
converted to the new seal. Shortly 
after the redesign decision was 
made, the company retained six 
engraving firms to expedite the 
work. Ordinarily, Nabisco deals 
only with two. 


= A resume of the campaigns for | 
sweet goods and Ritz crackers pro-| . 


vides a fairly typical example of | 


Nabisco’s 1953 advertising. Sweet 
goods is the category for such) 


items as Fig Newtons and Oreos. |’ 


“We found that many of our) 


sweet goods items are well known, 
but not necessarily as Nabisco @ 


products,” said Mr. Oliva. “For 
instance, consumers often ask for 
Fig Newtons or Oreo without real- 
izing they’re baked by Nabisco. 
Therefore, a big part of our prob- 
lem was to identify these products 
and make their popularity influ-| 
ence sales of all Nabisco sweet| 
goods. 

“One thing that will make this 
identification job easier,’ inter- 
posed Mr. Oliva, “is our new tri- 


‘angle seal. It helps readers to 


think of other types of Nabisco 
cookies. Our sweet goods adver- 
tising must help sell the re- 
mainder of the line.” 

Sweet goods’ ads will be four- 
color pages, in Good Housekeeping, 
Look, Parents’ Magazine and Wo- 
man’s Home Companion. 


# In addition, there will be TV 
spots, outdoor boards in all Nabisco 
branch cities and in all cities with 
50,000 or more population. Arthur 
Godfrey—Nabisco’s “No. 1 Sales- 
man”—will plug sweet goods on 
his radio program. The Redhead 
will feature one variety a week, 
timed to coincide with sales drives. 
Another product, Ritz crackers, 
will enjoy its biggest tie-in promo- 
tion. Ritz is being offered this year 
as “an old favorite that is now 
richer and crisper than ever.” 


to redesign the package line. 


ways settle for Ritz’ got the first 
grand medal award. A _ clean 
sweep was scored in the bread, 
flour & baked goods classification 
when Nabisco grabbed first (Ritz), 
second (Oreo) and third (Pre- 
mium). This year, Ritz won first 
prize in the division, it has just 
been announced. 

Nabisco’s sales setup is han- 
dled through six geographical di- 
visions: eastern, Atlantic, south- 
ern, central, southwestern and Pa- 
cific. There are 3,000 salesmen— 
one of the biggest staffs in the 
grocery field—who work out of 
250 sales branches. These men, 
who sell directly to retailers, call 
on some 450,000 store-owners. 

Nabisco regards itself as a bake- 
on-order house. Once the order is 
in from its sales branch and the 


DISPLAY STAND—Seven different sizes and 
shapes of new display stands have been 
created in Fibre Board Container Corp., 
Richmond, Va., for National Biscuit this 
year to fit the shape and weight of the 
company’s different products. 


crackers are baked and packaged, 
the items go to retailers by rail 
and on Nabisco’s own fleet of more 
than 2,000 trucks. 


s Nabisco is partial to mass dis- 
plays of its line in stores, but Mr. 
Oliva said salesmen make no deals 
with retailers to get display space. 
“Our salesmen just show our forth- 
coming ads and special promotions 
for products,” he said. 

Nabisco salesmen also sell to 
hotels, restaurants and institutions. 
To assist them this year, the com- 
pany is using more space than ever 
in institutional magazines, includ- 
ing full pages and _ two-color 
spreads. Ads will principally push 
the Big Four—Premium saltines 


Last month the tie-in saw Ritz 
linked with Campbell soup in eight 
magazines, including a four-color 
page in Life. Then there were frac- 
tional b&w pages in six store-dis- 
tributed magazines, and four weeks 
with Godfrey. Campbell Soup Co., 
moreover, is back-stopping with 
TV and radio support. 


= The Ritz blitz also includes a 
24-sheet schedule in all sales 
branch cities and in all 60,000-and- 
up cities as well. Ritz posters, in- 


cidentally, were the talk of the) 


industry last year after Nabisco 
walked off with four top prizes in 
the annual contest of the Art Di- 
rectors Club of Chicago. “I al- 


(called Snow Flake in the West), 
Ritz, Fountain Treats and Dandy 
| Oyster crackers. 


|Variety Shifts Jerry Allan 


Jerry Allan, a staff associate of 
Variety Publicity Associates, Chi- 
cago, has been transferred to Va- 
riety’s new office at Indianapolis, 
which he will head. The office is 
located at 1519 Sturm PI. 


Joins Blackburn-Hamilton 


William T. Stubblefield, pre- 
viously director of the station re- 
lations department of the Na- 
| tional Assn. of Radio & Television 
| Broadcasters, has joined Black- 
| burn-Hamilton Co., Washington, 
radio-TV and newspaper broker. 
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Key Exe 


dvertising 
Says 


EDWARD H. WEISS 


President 


WEISS & GELLER, INC. 


“Our key executives receive Advertising Age 
regularly at Weiss & Geller’s expense. This is because 
we want to be sure that they keep in touch with 


current advertising thinking. 


“We have had gratifying reason to believe that 
getting the pulse of the advertising news week 
by week from your splendidly edited columns has 


been a real service to our organization.” 


==», important 
mportant people 


4 


Edward H. Weiss 


A native Chicagoan and a graduate of the University of 

Chicago, Mr. Weiss is a member of the Board of Directors of 

the Menninger Foundation, and is also on the board of the Institute 
for Psychoanalysis. He is thus no stranger to the subconscious 
bases of human behavior, and, some six years ago, began his 
pioneering in the application of the social sciences to advertising. 
“At first,” he says, “all of us were skeptical, and some of our creative 
people resented it as interfering with their own intuitive creativity.” 
However, a social science library was set up and weekly staff 
meetings with psychologists, sociologists, and other scientists 

were organized. Soon enough, as intuition collided head-on 

with scientific fact, there came several jarring proofs of the 

validity of the new approach which “sold” even the most 
refractory. And then proof positive began to appear in sales 
results from “psychoanalyzed” campaigns: Mogen David became 
the largest selling wine of its kind in the world . . . Luxite Lingerie 
sales increased, while general lingerie sales declined 20% . . . 
Wrigley gum sales increased faster than average in the worst 
test area they could find . . . and so forth. “We have learned,” 

says Mr. Weiss, “that human motivations in relation to a 

product can be sought out and applied successfully whether 

you are selling steel bridges or aspirin tablets,” 
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PR International Bows 


40 E. 49th St., New York. It wil 


= in the U. S. and abroad. William 
P. Pettit is the managing director. 


Bodger Seed to Jordan Co. 


Bodger Seed Co., El Monte, Cal., 
has appointed Jordan Co., Los An- 
geles, to handle its advertising. A 
trade promotion is scheduled. 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


) It will pay to investigate this new tackle and 
i handisi dium. Write or 


phone Fred E. Owens, Publisher. 


Faking Tackles 


Wilmette. Illinois . Phone. Wilmette 47/4 


Public Relations International | 


has been formed with offices at in Farm Papers Pays Off in Coal Sales 


conduct a public relations service) 


Ed Allen's ‘Fireside Thoughts’ Column 


MINNEAPOLIS, March 3—Coal is | the latest Readex reader interest | 
'an undesirable consumer purchase. | report—on The Farmer’s May 17, | 
‘It’s tough to sell and tough to ad-/ 1952, issue—again accords it top| 
_vertise—even in the winter-har-| honors among ads. The figures | 
assed Northwest. show 46% of the men readers and 
| But not for Berwind Fuel Co.|28% of the women, or a total of, 
'Berwind, for 13 years, has been! 195,000, viewed and remember it. | 
scoring phenomena! sales successes| While it’s strictly an advertise- | 
| despite the declining importance'| ment, the column also rates as | 
of coal as a fuel and the competi- | one of the best-read editorial fea-_ 
tion of some 20 other companies. | tures, according to the Readex 

The answer lies in a unique survey. 
type of advertisement—a_ short) 
folksy column called, “Ed Allen’s|® Mr. Ellis—or Mr. Allen as he 
Fireside Thoughts.” Its author is is better known to folks of the 
|/Kenneth W. Ellis, account execu- | northwestern plain states—dis- 
| tive for Batten, Barton, Durstine & |claims any credit for origination 
'Osborn. ‘of the column. The bouquets, he 
\says, belong solely to the late 
|George Bauder, who was north- 
western sales manager for Ber- 
wind. 

Mr. Ellis has handled the Ber- 
wind account for 18 years—for- 
merly from the Minneapolis office 
of BBDO and now from the Chi- 


® The column has appeared in 
every issue of The Farmer and the 
Dakota Farmer since its inception 
in the late fall of 1940 or early 
spring of 1941—Mr. Ellis has for- 
gotten exactly when. 

As an example of its prowess, 


everything — 
you want ( 
to move! 
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Daylight Fluorescent Colors add stop- 
’em and sell-°em power to your adver- 
tising. May we show you what they'll 
do for your billboards, car cards, win- 
dow displays, lobby posters, banners, 


direct mail, labels, packaging, posters, 


streamers? Write today! 


| 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Avenue « Cieveland 3, Ohio 


| 
| 
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NEW PACKAGE, NEW PIE—C. A. Swanson & Sons, Omaha, is introducing a new 


frozen beef pie as a companion dish for its chicken.pie, and both are coming out 

in a new package featuring pictures of the products. The beef pie is bowing with a 

national pie eating contest starting this month. Tatham-Laird, Chicago, is the 
agency for Swanson, which until now has been primarily a poultry producer. 


cago office. The company, he says, 
had spent many hundred thousands 
of dollars trying to push its 
briquets and grab a larger share) 
of a declining business without) 
noticeable success. 
Then Mr. Bauder came up with | 
the idea of a news column or com- 
mentator type of presentation. It 
was tried, and the idea caught 
hold immediately. Although he has | 
tried to palm it off, Mr. Ellis has 
been saddled with it ever since. 


@ While getting out a column 
twice a month can be quite a 
chore in its way, the task in Mr. 
Ellis’ case is made easier in one 
noticeable respect. He gets no in- 
terference whatsoever from the 
sponsors and even kids about the 
product. 

Although he has attempted to. 
make the column as provocative | 
as possible, the company, in Mr. | 
Ellis’ words, has “never dotted an | 
i or crossed a t.” 

The commercial always appears | 
at the end of the column and one) 
sample reads: “Just once I would | 
appreciate it more than I can tell | 
you if some of you would take 
over the ‘commercial’ and tell me) 
about your experiences with Ber- | 
wind Briquets.” | 
® That the column is stimulating 
is attested to by the letters Mr. | 
Ellis receives. One woman wrote | 
that she didn’t need Berwind | 
briquets; the column was _ hot! 
enough to keep her warm. 

In fact, Mr. Ellis says, if he | 
tries to make the columns too mild | 
he gets letters telling him to be)! 
more blunt. Once when he in-| 
cluded a coupon in his column, he 
received 1,000 replies. It also has | 
been entered in the Congressional | 
Record. 

The important thing, however, | 
is that the column sells coal. Ber- 
wind’s sales, since the start of the | 
ad, have increased about five) 

| 


times. 
| 


| 


ws As Henriques Crawford, presi- 
dent of Berwind, puts it, the “suc- 
cess lies in Mr. E}lis’ brain.’ But 
not far behind, Mr. Crawford adds, 
is the tremendous amount of field | 
work Mr. Ellis has done. 

“We're very indulgent with Mr. 
Ellis,” he says. “He knows just 
how conservative we are, he talks 
the language of the people of the 
Northwest and he has the ability 
to express himself. 

“It’s an extraordinary relation- 
ship,” Mr. Crawford says, “and 
we’re well pleased with the re- 
sults.” 


WOW-TV Promotes Three 


Bill McBride has been promoted 
to program director of station 
WOW-TV, Omaha. Jack Mazzie, | 
production manager, becomes ex- | 
ecutive producer, and Eldon An- 
spach, staging manager, succeeds 
him. 


CBS to Represent KGUL-TV 
KGUL-TV, Galveston, which is 
scheduled to go on the air in 
March, has appointed CBS Televi- | 
sion Spot Sales, New York, to rep-| 


|resent it nationally. 


Jewish Appeal Names Agency 


Noel Madison & Associates, Los 
Angeles public relations consult- 
ant, has been appointed to handle 
public relations for the speakers 

ureau division of the United Jew- 
ish Appeal, and for a film to be 
released by the group. Patricia 
Hammar, formerly with the March 
of Dimes publicity campaign, has 
joined Madison. 


‘Sunset’ Promotes Two 


Allen K. Reasoner has been pro- 
moted to advertising manager of 
Sunset magazine, Menlo Park, Cal., 
succeeding L. W. Lane Jr., who 
has moved up to sales manager. 
Mr. Reasoner formerly was Sun- 
set’s eastern advertising manager 
with headquarters in San Francis- 
co. 


Monsanto Promotes Pearson 


Monsanto Chemical Co., St. Lou- 
is, has promoted B. Baxter Pear- 
son to manager of its new branch 
sales office in St. Louis. Mr. Pear- 
son, who has been manager of the 
company’s Portland, Ore., branch, 
will be succeeded there by Paul 
B. Welch Jr., from the Los Angeles 
office. 


Universal Detergents to Case 

Roger T. Case Associates, Long 
Beach, Cal., has been appointed to 
handle advertising for Universal 
Detergents Inc., Long Beach maker 
of chemical products for indus- 
trial uses. Business and technical 
publications and direct mail will 
be used. 


Promotes Sherman Stambaugh 

Sherman Stambaugh, for the past 
three years in the New York of- 
fices of Owens-Corning Fiberglas 
Corp., Toledo, has been promoted 
to publicity director. 


ys 


A 


Th 


The House Trailer Industry annual sales 
volume is now over $248,000,000, These 
mobile homes are completely furnished 
units using such items as electric refrig- 
erators, bottle gas ranges, heaters, bed- 
ding, chairs, water heaters, baths and 
toilets, etc. Each unit needs insulation, 
lighting equipment, plumbing and other 
items used in the building of homes. The 
national government now recognizes 
trailers as homes and over 11/2 million 
people now make their homes in trailers. 


For complete information on this 
rapidly growing industry get the facts 
today — one magazine covers dealers, 
manufacturers, and trailer supply stores. 


Dealer acceptance of a product is neces- 
sary to sell the trailer manufacturer. 


TRAILER DEALER 
MAGAZINE 


4006 Milwaukee Ave. Chicago 41, Iilinois 
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Here's Why More Pittsburghers 
Now Shop the Post-Gazette 
For Food Values 


1. GAINS IN NATIONAL FOOD ADVERTISING—The Post-Gazette 


was the only Pittsburgh daily newspaper to gain in national food adver- 
tising in 1952 over 1951 ... with an increase of 22,242 lines compared 
to a loss of 182,439 lines for the Sun-Telegraph and a 75,595 loss for 
the Press. 


GAINS IN LOCAL FOOD ADVERTISING—The Post-Gazette gained 
238,156 lines of local food advertising in 1952 . . . 234 per cent more 
than the Sun-Telegraph and 172 per cent more than the daily Press. 


GAINS IN ADVERTISING FROM TOP CHAINS—Pittsburgh’s six 
largest food chains placed 70.6 per cent more advertising in the Post- 
Gazette in 1952 than in 1951 ... an increase of more than 19 columns 
per week. These chains placed 57,347 more lines of advertising in the 
Post-Gazette than in the Sun-Telegraph. 


GAINS IN TOTAL FOOD ADVERTISING—The Post-Gazette car- 
ried 260,398 more lines of food advertising—local, national combined— 
in 1952 than in 1951. The daily Sun-Telegraph lost 111,153 lines, the 
daily Press gained only 11,860 lines. 


Yes, Something Is Happening in Pittsburgh 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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Two General Mills 
Sweetened Cereals 
Are ‘Jets,’ ‘Smiles’ 


MINNEAPOLIS, March 3—Sugar 
Jets and Sugar Smiles are the two 
new sweetened cereals that Gen- 
eral Mills will introduce this month 
“to the trade.” Distribution will be 
limited to two test areas—upper 
New York for Sugar Jets and Ohio 
for Sugar Smiles. 

In an article on the various cer- 
eals makers’ moves into the sweet- 
ened dry cereals field, AA re- 
ported Feb. 23 that General Mills 
was preparing to launch two new 
sweetened products via William 
Esty Co. and Tatham-Laird. Esty, 
a new agency for GM, will han- 
die Sugar Jets, and Tatham-Laird 
will handle Sugar Smiles. 


® Although definite introductory 
plans were not revealed, the com- 
pany indicated it will back the 
new products with heavy ad drives. 
General Mills said the two products 
are “entirely different from any- 
thing presently on the market.” 
Also, unlike other cereal packages, 
Sugar Jets and Sugar Smiles pack- 
ages will have a blue background 
with contrasting red and yellow 
copy. Both designs are said to have 
“strong kid appeal.” 

General Mills said it has delayed 
entering the three-year-old sweet- 
ened cereals field until it could 
complete extensive consumer tests 
to make sure the products are “po- 
tential winners.” 

GM now has eight agencies: 
Esty; Tatham-Laird; Knox Reeves 
Advertising; Dancer-Fitzgerald- 
Sample; N. W. Ayer & Son; Batten, 
Barton, Durstine & Osborn; Zim- 
mer, Keller & Calvert, and Dancer- 
Fitzgerald & McDougall. 


Philippine Air Names Agency 


Philippine Air Lines Inc., San 
Francisco, has appointed Dillon- 
Huymans-Rincon Gallardo, S.A., 
Mexican branch of Dillon-Cousins 
& Associates, to handle all its ad- 
vertising in Mexico and Latin 
America. Walther-Boland Associ- 
ates, San Francisco, handles U. S. 
advertising. 


Forms Playskool Foundation 
Playskool Mfg. Co., Chicago toy 
maker, has formed the Playskool 
Foundation, group of child special- 
ists who will investigate the play 
habits of youngsters. The founda- 
tion will study mental, social, emo- 
tional and physical attributes of 
toys and their effects on children. 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


Publishes New Tabloid for 
Downtown Manhattan Area 


A new tabloid, Capital Eyes, | 
covering 64 business blocks in 
lower Manhattan, has been started 
by Capital Eyes Inc., 82 Beaver 
St., New York 5. 

The new publication, issued 
twice a month, has a guaranteed | 
controlled circulation of 100,000. | 
Roy M. Cohen is editor, Willard M. | 
Golby is city editor, and M. Fred- | 
erick Berkley is advertising direc- | 
tor and business manager. Rates. 
are based on $20 a column inch. 


Sheldon Heiman Names Two 
Sheldon M. Heiman, Chicago} 


‘public relations consultant, has 
named James J. Cunningham na- 


tional sales director. James E. Wil- 


_kens has been appointed Heiman’s 


publicity representative in Spring- | 


| field, Ill. 


Norton Names Kenyon-Baker 


Norton & Son, New York paint. 


| products manufacturer, has ap- 
pointed Kenyon-Baker Co., New- | 
ark, to handle its advertising and 
promotion. 


| Bercovici Opens PR Oftice 


Advertising Age, March 9, 1953 


Dulany Promotes Wartield 

| Rion Bercovici, who was public| Allen Warfield has been pro- 
relations consultant to the Crusade | moted to sales promotion and ad- 
for Freedom’s 1952-53 fund drive vertising manager of the frozen 
for Radio Free Europe and Radio’ food division of John H. Dulany & 
Free Asia, has opened his own| Son, Fruitland, Md. John Van Der 
public relations office at 159 E.. 'Sterre will succeed Mr. Warfield as 
33rd St., New York. | central district manager. 


Masland Appoints Rantoul Mayfield to ‘Furniture Age’ 

C. H. Masland & Sons, Carlisle, Wayne D. Mayfield, formerly 
| Pa., has appointed Talbot Rantoul with the sales staff of Cosmopoli- 
merchandise manager. He will) tan, has been appointed western 
make his headquarters in the Mas- | advertising sales representative for 
land sales office in New York. Furniture Age, Chicago. 


GAIN IN 1952 


The 
Boston Globe 


MORNING * EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scott, Chicago, Detroit. 


| 
| 
| 
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Kleppner Promotes Collins 
John J. Collins, production di- 


‘Ad Council, NARTB 


' The council was cited 
‘greatest leadership in 


“for the 
creating, 


Assn. of Industrial Editors, Na-| 
tional Assn. of Life Underwriters, | 


id- rector, has been promoted to sales | gis -an | planning, launching and carrying National Automobile Dealers Assn. | 
. gg ey one of Kleppner | Re ter d- Vote ‘on wt a ye or peg = ref and the American Hotel Assn. 
i oO ew York. Dick Condal hee | 'vertising p ne nationa 
er been named production manager Efforts Honored non-partisan register-and-vote 
as for the agency. New York, March 3—The Ad- campaign.” The NARTB won with Branham Promotes Charney 
vertising Council and the National “the most intensive and most suc- Edwin Charney has been pro- 
Names Isaacson Controller Assn. of Radio & Television Broad- | cessful register-and-vote effort — the Detroit 
Friend-Reiss-McGlone, New t 2 tional organiza-_ conducted by a national organiza- Office of Branham Co., newspaper 
rly York, has appointed Louis Isaac- sett engin oak aes 7 the| tion.” representative. John Wolf rejoins 
i — ee ee mera . z €' 1952 register-and-vote ctmpetition| Other organizations that finished | ar pwn ag Minn wih ae Aer te 
> was wi erlin vertising for : ; 
ti more than 20 nl in a similar of the American Heritage Founda- | on top included the Advertising Germany. He had been a member | 
capacity. | tion. ‘Federation of America, American of the Chicago sales staff. 
~ aagell YOUR PRODUCT STORY, in the business mag- his time and effort on the pay-off steps. 
ee azines your prospect looks to for help with And remember, business magazines de- 


— his job, is more than just a sales call on a 
— buying influence. Business Publications are 
multipliers of sales power. They can take 
your selling message to thousands of your 
customers and prospects at the same time... 
at a cost which can be counted in pennies 
per call. 

We call Business Publication Advertising 
“‘Mechanized Selling’? because it mecha- 
nizes the first three steps of a sale—makes 
contact, arouses interest, creates prefer- 
ence. It reduces the cost of personal selling 
by enabling the salesman to concentrate 


MONTHLY AVERAGE 
SALES OF 
FREE-MACHINING 
SCREW STOCK 


Using strong Business Paper schedules, plus direct mail 
and dealer helps, a producer of premium-priced screw 
stock (sold thru distributors) increased sales to a point 
where advertising costs averaged less than 4 of 1%. 


HEADQUARTERS FOR BUSINESS 


“‘MECHANIZED SELLING’’ INCREASED SALES OF PREMIUM-PRICED PRODUCTS 


McGRAW-HILL PUBLISHING COMPANY, 


Ap) 330 WEST 42nd STREET, NEW YORK 36, 


liver your selling message consistently to a 
concentrated group of your best prospects. 
They work before, between and after your 
salesman’s calls. You need this help to keep 
up with the turnover of key executives .. . 
to build your markets and hold them against 
the keen competition of the future. 

Ask your McGraw-Hill man for a copy of 
our 20-page booklet, ‘“Orders and How They 
Grow.” It gives the salesman a realistic 
appreciation of how business publication 
advertising helps him use his time more 
productively. You’ll want to read it, too. 


BUSINESS MAGAZINE = $10,900,000 IN 
ADVERTISING HELPS UNFILLED ORDERS 
“MOVE” ) : 


AFA Elects 5 Sustainers; 
Governors Added to Board 


The Advertising Federation of 

America has elected the following 
to sustaining membership: Harn- 
ischfeger Corp., Milwaukee; Na- 
tional Cranberry Assn., Hanson, 
Mass.; Pennsylvania Motor Club 
Publications, Harrisburg; Down 
Beat, Chicago, and News Publish- 
ing Co., Bowling Green, Ky. 
The Agricultural. Publishers 
Assn. has become AFA’s 14th na- 
tional specialized affiliate, and W. 
E. Boberg, APA’s president, was 
named an AFA director. In addi- 
tion, AFA has approved a change 
in the by-laws to automatically 
include its district governors on 
the board. They are Leonard M. 
Marcus, Springfield, Mass.; James 
J. D. Spillan, Philadelphia; L. L. 
Zimmerman, Miami; Ashley Cham- 
bers, Birmingham; Curtis Taui- 
bee, Ft. Worth, and Ellis Perlman, 
Mansfield, oO. 


Names James C. McWillie 


James C. McWillie has been 
named manager of sales develop- 
ment and advertising for Murdock 
Acceptance Corp., Memphis. 


Decorators 
prefer 
House 


& Garden— 


voted H & G the “Best Authority” 
among non-professional 


home magazines — 


28. 


more votes for H & G— 


than for the next highest among 


all home service magazines 


A manufacturer of earthmoving scrapers used Business 
Magazines—2-color spreads -to reach his major mar- 
kets, plus preprints and booklets. Sales increased to 
$27,800,000 plus $10,000,000 in unfilled orders. 


N.Y. 


McGRAW-HILL 
, Ag 


(av Ge 67 £8 & 


July, 1951 
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«Garden 
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‘Adventure’ Quits Pulps; 


Rates Based on $450 a Page 

Adventure, founded in 1910 as 
a pulp magazine, will be published 
on slick paper for the first time 
with the April issue. Henry Stee- 
ger, who also publishes Argosy, 
said the slick Adventure will be 
new and a “man’s magazine of 
quality.” 

Rates in the revised magazine 
will be based on $450 per b&w 
page. Previously, Adventure was 


sold as part of a package of 25 
pulp magazines. 


River Brand Rice Goes TV 

River Brand Rice Mills Inc., 
New York distributor of River 
Brand and Carolina rice, has 
bought a 10-minute Wednesday 
participation in the hour-long, 
five-day-a-week Paul Dixon day- 
time sustainer on the DuMont 
Television Network. Donahue & 
Coe, New York, is the agency. 


COMPANY © 


‘S17 SOUTM JEFFERSON ST. CHICAGO 7, 


Black & Decker 
Stresses Valves 
in ‘53 Campaign 


New York, March 4—Has a 
mechanic tried to sell you a valve 
job for your wheezing crate lately? 
Say in the last six years? 

The answer is probably no, and 


|Black & Decker Mfg. Co. intends 


to do something about it. 

For one thing, B&D is introduc- 
ing a brand-new valve refacer, 
which represents considerable me- 
chanical improvements over earlier 
models, and will handle the new 
valve stem sizes, including those 
of British cars. 

Second, B&D has put together 
a comprehensive selling program 
aimed at re-educating jobber sales- 
men and garage owners to the ne- 
cessity and profit of doing valve 


jobs, and buying the refacer. 

Third, the company is loosing a 
sizable advertising campaign in 
consumer and business papers, 
backing it with -sales promotion 
and display material. 


w= In 1945, there were 33,000,000 
trucks, cars, buses and tractors 
operating. In 1953, the total is 
around 55,500,000. Engine com- 
pression ratios have been boosted 
drastically, higher test fuels are 
being used, and new engine de- 
signs put greater strain on every 
moving part. And more than 26,- 
000,000 of the 55,500,000 vehicles 
are in the three to ten-year age 
bracket, the age when most ve- 
hicles require major service. 

J.F. Spaulding, sales manager of 
B&D, figures that selling, market- 
ing and know-how have been go- 
ing downhill steadily in the post- 
war period, all across the auto- 
motive field. In prewar days, he 
says, manufacturers’ and jobbers’ 
salesmen were missionaries, carry- 
ing the story of new equipment 


BRENT GUNTS 
Baltimore’s top M.C. 
has the winning way 
with women! 


JOE CROGHAN 
Announcer and B.G.’s 
man-friday sells ’em 
for keeps. 


DON REDDING 
WBAL’s Sales Service 
Manager, correlates lo- 
cal broker and terrific 
K.K. results. 


ROLLIE BOURBEAU 
Merchandising Man- 
ager— personally su- 
pervises campaigns for 
sponsors. 


JIM MARKIEWICZ 


Detail man on the 
street, checking sales, 
displays. Gets orders. 
Reports weekly. 


“Honest to goodness magic,’ 


’ 


pr| FW 


% yekss 


say Kitchen Karnival sponsors! 


And here’s why: Participating sponsors are guaranteed concentrated merchan- 
dising in Baltimore area food stores, with point-of-sale displays planned by 
active in-store merchandising men. Products are mass displayed . . . given as 
prizes ... or used as refreshments on luncheon broadcasts of Kitchen Karnival 
... the show that keeps producing more and more and more customers. 


50,000 WATTS qe BE AL NBC IN MARYLAND 


Nationally Represented by Edward Petry & Co. 
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and profits it would produce to 
dealers and service stations. Mr. 
Spaulding hopes to get the mis- 
sionaries going again. 


s Black & Decker has revived a 
famous slogan of the automotive 
service trade—“The best equipped 
shops get the most business”—and 
a brochure outlining the program 
is being sent to 1,500 U. S. and 
Canadian jobbers, who will also 
get the story in person from B&D 
field men. 

Catalogs telling the story in 
more detail will be sent to the 
jobbers’ better accounts. 

While this education job is be- 
ing done in the automotive trade, 
the consumer copy breaks April 11, 
with a two-color page in The Sat- 
urday Evening Post. This copy is 
aimed at motorists, stresses the 
need for accurate valve jobs and 
good car care, and directs motor- 
ists to garages displaying the 
Black & Decker banner. This is a 
24x44” poster blaring “Ask us 
about a valve job.” 


s Starting in March, four-page, 
two-color insertions are slated for 
Canadian Automotive Trade, Job- 
ber Topics, Motor, Motor Age, 
Motor Magazine of Canada and 
Motor Service. Spreads will fol- 
low in April and May in “support- 
ing publications.” 

Van Sant, Dugdale & Co. is the 
agency. 

A major part of the program is 
aimed at time payments for the 
refacer, which costs $360, as well 
as for other B&D tools. It’s been 
some years since time payments 
got heavy play in the automotive 
equipment field, although oldtimers 
who were selling in the ’30s re- 
member them well. Garage men 
are told that, on an order of $110 
or more, down payment would be 
10%, and the refacer would cost 
$15.45 a month, a bench grinder 
$4.35 a month, a heavy-duty driver 
$2.20 a month, etc. 


® To reenforce the economics of 
the story, B&D will tell jobbers 
to tell garagemen to buy the equip- 
ment and pay for it out of profits. 
(It has always—with the single 
exception of government sales— 
sold through jobbers and distrib- 
utors.) 

These profits could be sizable. 
According to the promotion kit, a 
valve job costs from $20 to $35 on 
most cars, and parts account for 
only about $5 of the total. Labor 
and labor profit run from $14 to 
$30, and the refacer can cut labor 
time drastically. By comparison, a 
fuel pump replacement’s labor and 
labor profit is $1.25 to $4.50; a 
cylinder head gasket, $4 to $12. 


a Garage men are told to sell their 
customers on valve jobs by stress- 
ing performance. (“If a man buys 
200 horsepower,’ Mr. Spaulding 
says, “that’s what he wants—and 
a valve job can help him get it.”’) 

Secondly, by selling owners 
(particularly fleet operators) on 
having the job done on a month 
or mileage basis. (Mr. Spaulding 
figures a car is due for a valve 
job after 30,000 miles, and the new 
high-compression engines might be 
helped by one after 20,000 miles.) 

Finally, garage men are urged to 
sell a valve job whenever any 
other major engine work is being 
done. 


Launches Lewyt Spot Drive 


Gross Distributors Inc. has 
launched a television spot cam- 
paign over WNBT, New York, for 
the Lewyt vacuum cleaner. Thir- 
ty-three spots are scheduled week- 
ly for a period of six weeks. Out- 
door posters will run for a two- 
month period in 254 locations. A 
four-color page is scheduled for 
ithe Journal-American, March 29, 
with a facing page listing Lewyt 
dealers. A complete point of sale 
kit is being made available to deal- 
| ers. Hicks & Greist is the Lewyt 
' agency. 
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rental from conventions. * 

“We are already doing better 
than that, and in a more repre- 
sentative way as far as hotels are 
concerned, with our convention 
bureau,” Mr. McDonnell said. 


Norman Boosts One, Adds One 


Kelso Norman Advertising, San| 
Francisco, has promoted Irving 
Cotnach from account executive to 


Continental Can Promotes Two Lewis Studios Boosts Hoover | 


Continental Can Co., New York, 
has promoted Peter Wojtul to di- 


rector of sales, a new post. W. K. | 


Neuman succeeds Mr. Wojtul as 


general manager of sales, metal di-| 
vision. Mr. Neuman has been gen-. 
/eral manager of the southeastern | 


'NL&B Names Mrs. Campbell 


district. 
Biow Appoints White 


Henry White, formerly business 


Dick Lewis Studios Inc., Chi-| 
cago producer of commercial art. 
and movies for television and com- | 
mercial use, has promoted Robert | 
L. Hoover to v.p. and member of | 
its board of directors. Mr. Hoover 
is sales manager. 


Needham, Louis & Brorby, Chi- 
cago, has appointed Mrs. Elaine 


100% omong biggest-buying | GE Are. 


z... families with children! 
my THIS SEAL UPS SALES! 


|manager. Tom Killilea, formerly| manager of CBS Television, has 
with Honig-Cooper, San Francisco,| been named by Biow Co., New 
has been named production man-| York, as an executive in the radio- 
ager for the agency. TV department. 


Campbell to its copy department. 
Mrs. Campbell formerly was a) 
copywriter for Foote, Cone & Beld- 
ing. 


TEST—Phillips-Jones Corp., New York, will 

test the appeal of Pliofilm-wrapped Van 

Heusen shirts in packages like this one, 

| : made by Shellmar Products Corp., Mt. 
) Vernon, O. 


| \ Drive for Winter 
: Tourists Proposed 
for Atlantic City 


ATLANTIC City, March 3—Busi- | 
ness and professional men here | 
will be asked to join hotel opera- 
tors in contributing to a proposed 
$200,000 fund to advertise Atlan- 
tic City as a winter resort. 

Joseph I. McDonnell, chairman 
of the cooperative promotional 
f committee and general manuger of 
the Chalfonte-Haddon Halli Hotel, | 

said the campaign will supplement 

an estimated $500,000 spent an- 

nually by the city, its convention 

. bureau and various business inter- 
ests. 

Drives of a limited nature have 
been conducted by the conimittee 
since 1950, Mr. McDonnell said, 
in metropolitan newspapers and | 
via radio. 


s Instead of conducting annual | 
fund drives, as has been done for | 
‘ the past three years, the commit- | 
tee hopes to finance the promotion 
through a system of reguiur con- 
tributions, “like paying taxes,” the 
chairman said. It is hoped the pro- 
gram will be developed before the 
start of the summer season so that 
special advertising can be placed 
by Labor Day. 

( Mr. McDonnell announced the 
, new plan while commenting on a 
\ report that 28 of 30 large Miami! 
i Beach hotels are planning to in-| 
i crease the city’s promotions] fund | 
( by contributing 5% of their room. 


Got nightmares 


over operating costs? 


One of the easiest ways to turn ’em into sweet dreams may 

be as near as your next printing order. 

If it’s a catalog, booklet, or other piece demanding really 

fine reproduction, you’re undoubtedly planning to use enamel 
paper. But what brand of enamel paper? That's the question. 

Because while all good enamel papers look and print the 

same, papers of identical quality are not all the same price. 

Consolidated Enamel Papers actually average 15 to 25% 

lower in cost. The difference is due entirely to the modern 

enamel papermaking method which Consolidated pioneered. 

It eliminates several costly manufacturing steps still necessary 

to makers of old style, premium-priced enamel papers. 

We pass on the savings to help cure your cost nightmares. 


free eye opener ! Just so you can see what we 


mean, we'll be glad to give you a generous supply of Consolidated Enamel Paper. 
Simply ask your printer to run it on any job you, select under identical conditions 
with the paper you’re now using. If the results fail to prove that Consolidated 
Enamels deliver finest results at lower cost, all you have to do is say “neigh!” 
Okay? Then how about a note on your letterhead today? 


REFRIGERATING 
ENGINEERING 


SS 


offers the largest circulation 
and deepest penetration 

in the plants of 
manufacturers of refrigeration 
and air conditioning 


equipment and appliances. 


| @ 
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ET’S call a spade a spade! No other 

market in the world offers the opportuni- 
ties of New York and no other newspaper 
even closely approaches Journal-American 
penetration into New York homes. 

And it is in the home where your sales 
messages lay the groundwork for consistent 
buying habits. Every evening, when all 
members of the family are together and 
have time to discuss family purchases, the 


EW YORK 


Car AeA) eet 


AN AMERICAN }{ PAPER H FoR 


NATIONALLY REPRESENTED 27 


Journal-American goes into far more homes 
than either of the two other evening news- 
papers ... 112,000 more than the second; 
264,000 more than the third. 

Here’s a deeply rooted reading habit 
that will make your brand name a deeply 
rooted buying habit. To dig deeper and 
wider into America’s most sales-rewarding 
market, work with the tremendous home 
power of the home-going Journal-American. 
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Barnes Chase Co. Adds Two 


Barnes Chase Co., Los Angeles, 
has added two new accounts: Su- 


on all products including packaged 
dinners, and R&S Engineering Co., 
Culver City, manufacturer of Roll- 
Away trailers, 
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Greenhill to Direct Mail 


Edward Greenhill, formerly ad- 
vertising manager of Sterling Tele- 
vision Co., has joined Direct Mail 
Printing Co., New York, as adver- 
tising and sales promotion man- 
ager. Mr. Greenhill also will serve 
as advertising consultant for the 
company’s television and film ac- 
counts. 


NBC Promotes Heilweil 


Murray Heilweil, assistant man- 
ager, has been promoted to man- 
ager of the merchandising depart- 
ment of National Broadcasting Co., 
New York. 
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| Kagran Merchandises Hayes 


|. Kagran Corp., New York, has 
begun issuing merchandising li- 
censes for Gabby Hayes. Already 
‘signed are Milton Bradley Co. for 
|a jig-saw puzzle, Lido Toy Corp. 
for a plastic toy gun, Burnham & | 
Morrill Inc. for baked beans and | 
Coral Records for recordings. 


Golden Named PR Director 


Clark & Bobertz, Detroit agency, 
has appointed Alex P. Golden di- 
rector of its public relations and 
publicity department. Mr. Golden 
formerly was with J. Walter 
Thompson Co. 


$1,898 
1,590 


DAVENPORT NEWSPAPERS Total Lineage 26,852,154 
Paper A ......cscsseseersssesssreerereeeeee OFT Lineage 12,426,736 
Paper B .....ssssscscsessssrsereeseseeees OFA! Lineage 11,107,838 
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* Figures from Sales Management Survey 
of Buying Power, May 10; 1952 
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ge Bank, Philadelphia, has adopted a 


magazine format with cartoons for its annual report this year. The bank is a 
four-time winner of Financial World’s award for the best reports, and hopes to win 
its fifth straight. The bank’s agency is Aitkin-Kynett Co. 


| NSE, Rutgers Form 


Graduate School of 


Sales Management 


New York, March 3—A graduate 
school of sales management and 
marketing, offering industry the 
same type of executive develop- 
ment in selling that has proved ef- 
fective in other areas of manage- 
ment, has been developed by Na- 
tional Sales Executives Inc. in con- 


New Brunswick, N. J. 

The school will provide (1) a 
professional and _ scientific ap- 
proach to current sales manage- 
ment problems, (2) a better under- 
standing of sales management tech- 
niques, and (3) an understanding 
of problems beyond the depart- 
mental level of tie student, as well 
as the development of attitudes es- 
sential to a competitive economy. 

The program will start Aug. 10 
and attendance is by advance reg- 
istration, said Al N. Sears, v.p. of 
Remington Rand Inc. and chair- 
man of the school committee. 


= The board of regents of the new 
school includes Thomas J. Watson 
Jr., president, International Busi- 
ness Machines Corp.; Stanley C. 
Allyn, president, National Cash 
Register Co.; Dr. Lewis W. Jones, 
president of Rutgers; John S. Cole- 
man, president, Burroughs Add- 
ing Machine Co., and Don G. 
Mitchell, president, Sylvania Elec- 
tric Products Inc. 


junction with Ruvgers University, | 


Also, Frank W. Bowles, manager, 
Retail Credit Co.; James D. Zeller- 
bach, president, Crown Zellerbach 
'Corp.; Robert S. Wilson, v.p. of 
Goodyear Tire & Rubber Co.; 
Harry Lemmons, president, Salad- 
master Sales Inc., and Everett F. 
Merrill, president, Merrill & Usher 
| Co. 

Additional information can be 
obtained from the NSE at 136 E. 
57th St., New York 22. 
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Cameo Curtains Campaigns 


Cameo Curtains Inc., New York, 
will break a campaign with a 
center spread in The New York 
|Times Magazine March 22. Copy 
/will highlight the 207 sizes of 
,Cameo Shir-Back curtains avail- 
able in 3,000 retail outlets. Another 
\spread is scheduled for April as 
'well as pages in American Home 
‘and Woman’s Day. Wexton Co., 
New York, is the agency. 


| Jackson China Starts Drive 

Jackson Vitrified China Co., Pel- 
ham Manor, N. Y., began an accel- 
erated consumer campaign in Feb- 
‘ruary in American Home, House 
| Beautiful, Living for Young Home- 
makers and Seventeen. A special 
tie-in has been arranged with the 
last publication. Wexton Co., New 
York, handles the account. 


B&B Shifts Leach to Media 


| Lawrence Leach, account execu- 
\tive with Benton & Bowles on the 
|General Foods and Diamond Match 
accounts, has moved to the agen- 
cy’s media department executive 
group. Mr. Leach will specialize 
in writing plans and projects. 
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Coming 
Conventions 


*Indicates first listing in this column. 

March 9-11. Advertising Specialty Na- 
tional Assn., spring advertising specialty 
show, Palmer House, Chicago. 

March 18-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. . 

March 20-21. Atlanta Advertising In- 
stitute, fourth annual meeting, Alumni 
Memorial Bidg., Emory University, Ga. 

March 31-April 2. Point of Purchase 
Advertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 20-23. National Premium Buyers 
Exposition, 20th annual, Conrad Hilton 
Hotel, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
ba a White Sulphur Springs, W. 
Ja. 

April 28-29. American Marketing Assn., 
merchandising clinic, Hotel Roosevelt, 
New York. 

April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 31st 
annual convention, Biltmore Hotel, Los 
Angeles. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 1-3. Advertising Federation of 
America, Fourth District convention, 
Floridan Hotel, Tampa, Fla. 

May 3-6. National Newspaper Promo- 
tion Assn., annual convention, Fort Shel- 
by Hotel, Detroit. 

May 6-8. Assn. of Canadian Advertis- 
ers, Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention, 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting. Congress Hotel, Chicago. 

June 8-10. National Sales Executives 


Inc., annual convention, Chalfonte-Had- | 


don Hal!, Atlantic City. 

June 10-14. National Business Publica- 
tions, annual meeting. The Broadmoor, 
Colorado Springs, Colo. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assri. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 


June 21-July 1. National Assn. of Dis- | 


play Industries, ‘‘Christmas Conventions,”’ 
Conrad Hilton Hotel, Chicago. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

Aug. 29-Sept. 3. Advertising Specialty 


Institute, advertising specialty show, La- | 


Salle Hotel, Chicago. 
Sept. 14-18. Outdoor Advertising Assn. 


of America, 56th annual convention, | 


Shamrock Hotel, Houston. 


Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- | 


cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 


Oct. 9-10. Pennsylvania Newspaper | 


Publishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 


*Oct. 23-25. Midwest Intercity Confer- | 
ence of Women’s Advertising Clubs of. 


the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 


Dr. Pepper to Give Seeds 


Dr. Pepper Co., Dallas soft drink 
manufacturer, will give away 2,- 
000,000 packets of zinnia, bachelor 
button, marigold and aster seeds 
in a nationwide spring promotion. 
The packets are to be given free 
with each six-bottle carton of Dr. 
Pepper. Half-page Sunday comics 
in four colors, full-page rotogra- 
vure ads in two colors, and 1,000- 
line b&w layouts will be used. The 
Dallas office of Ruthrauff & Ryan 
is handling. 


141 Dailies Priced Above 5¢ 


So far, 141 daily newspapers 
have raised their single copy price 
above a nickel because of “in- 
creased costs from newsprint and 
wage raises.”” The American News- 
paper Publishers Assn. said 45 of 
the papers in 13 states now sell at 
6¢; 70 in 16 states sell at ‘¢, and 


26 in three states sell at 10¢. 


Goodrich Buys I. T. S. Co. 


B. F. Goodrich Co. has acquired 
the assets and business of I.T.S. 
'Co., Elyria, O., and will add the 
_I.T.S. line of Tuffy heels and soles 
_to the shoe products produced by 
its Hood Rubber Co. division, Wa- 
tertown, Mass. Joseph M. Gapstur 
Advertising, Ashland, O., is the 
agency for I.T.S. McCann-Erick- 
son handles footwear advertising 
for Hood. 


ARF Elects Harper 


Marion Harper Jr., president of 
McCann-Erickson, New York, has 
| been elected vice-chairman of the 
board of directors of the Advertis- 


ing Research Foundation. Mr. Har-, 
per is a member of the ARF ex-| 
ecutive committee and has been a} 
member of the board since 1948. 


Stapleton-Spence to Meltzer 


Richard N. Meltzer Advertising, | 
Los Angeles, has been named to) 
handle advertising for Stapleton- | 
Spence Packing Co., San Jose, 
packer of dried fruits. | 


Gillette Promotes Shipman 


Gillette Co., Boston, has pro- 
moted Paul A. Shipman to field 
sales manager, a new post. Mr. 
Shipman has been assistant gen-' 
eral sales manager. 
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He spends a lot of money and he spends 
it fast... but the chemical engineer is 
one of the most value-conscious buyers 
in industry. He makes sure that every 
dollar spent for equipment and materials 
pays off .. . in better products, higher 
| output and lower production costs. 
Why not? Controlling costs has helped 
him open up new markets, speed preduct 
development — revolutionize processing 
operations in a hundred manufacturing synthetics . . 
fields. And his ability to buy wisely has 
been vital to the production efficiency 


economy 


output increased five-fold within 12 years. 
As Life Magazine put it, a business that’s 
become ... a new keystone of the U.S. 
. . thief heir to the nation’s 
atomic energy program ... spawner of 
entircly new industries like plastics and 
. injector of new life into 
many old-line industries... transformer 
of every American's daily life. 


the chemical engineer 1s a smart spender 


that makes these achievements possible. 

Small wonder he’s played a big part in 
the spectacular rise of the Chemical Proc- 
ess Industries, a business where value of 


Here is a market that deserves your 
best selling efforts, a market that spent 
$39 billion last year for industrial goods 
and services. And here is CHEMICAL 
ENGINEERING, the production magazine 
that grew up with the market . . . today 
bought and paid for by more than 37,000 
engineering-minded readers. If you, too, 
have an eye for value, you'll find a good 
buy in the advertising pages of ... 
Chemical Engineering (ABC * ABP) 
A McGraw-Hill Publication 
330 West 42nd St., New York 36, N. Y- 
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Sponsored Magazines 
~—a Big Business Now 


(Continued from Page 3) _ being sold as part of a complete 
Co. publications: “Ford Farming” merchandising package which in- 
and “The Job-Rater,” each with cludes promotional materials. The 
1,500,000, and “Ford Times” with | publication, which comes out five 
1,400,000. “Friends,” issued by | times a year, sells the idea of the 
Chevrolet division of General Mo- druggist as “the center of health 
tors Corp., has 1,400,000 circula- in his community.” The 20 spon- 
tion. “Buick Magazine” boasts 1,-| sors’ products are promoted in the 


000,000 plus, and so do “People and 
Places,” published by DeSoto di- 
vision of Chrysler Corp., “Chrys- 
ler Events” and “Hometown—the 
Rexall Magazine,” published by 
Rexall Drug Co. 

Such circulation figures argue 


vast differences between these) 


“sponsored magazines” and the 
more traditional type of “house or- 
gan” aimed at employes, stock- 
holders, dealers or agents. The dis- 
tinctive feature of the sponsored 
magazine is that, though published 
under company direction, it is di- 
rected through the dealer to the 
consumer. 


s Speaking of Armstrong’s “Col- 
orful Living,” W. W. Richards, 
sales manager for American Col- 
ortype, states that “it is a free- 
circulation consumer magazine 
paid for by the dealer. It’s his.” 
The same applies, he says, to U. S. 


Gypsum’s magazines and to all of 


the automotive industry-sponsored 
magazines, which form the biggest 
single group of the publications. 

Since sponsored magazines are 
sold to the dealer, selling in per- 
son—rather than by direct mail— 
becomes a prime requisite. This 
is ‘a natural setup for the manufac- 
turer strong in its field, and with a 
strong sales force. 


# Other types of sponsorship have 
been worked out, however. “Beauty 
and Health,” produced by Drake 
Merchandising Co. here for the in- 
dependent retail druggists, is an 
example. A group of 20 manufac- 
turers pay half the cost of it, with 
the dealers paying the other half. 
A slightly different arrangement 
is used for “Living with Flowers,” 
which is financed as well as pro- 


duced by American Colortype. In 


both of these cases the selling is 
done by hired merchandising agen- 
cies within the field. 

“Beauty and Health” also dif- 
fers from other such magazines in 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


GAIN IN 1952 


The 
Boston Globe 


MORNING *® EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scott, Chicago, Detroit. 


| magazine. 


| 


| 


|= Several companies, including | 
‘Ford and U. S. Gypsum, issue 
|/bound volumes containing a year’s 
‘issues of their magazines, and the 
demand for these yearbooks is re- 


ported heavy. The “Popular Home” 


Book,” priced at 50¢. 


Street Journal recently reported | Outdoors,” issued last November, 


yearbook comes out, with added | FIRST ISSUE—Through its dealers, Armstrong Cork Co. this month 
features, as a “Homemakers’ Idea | is issuing its new consumer magazine, “Colorful Living.” The 


Ford is also issuing anthologies Recipes” has sold 400,000 copies, Two other anthologies are reported 
culled from its magazines. Wall|and that “Ford Treasury of theto be in the works. 


magazine will have a circulation of 1,000,000. At left is the 
front cover; at right, an inside spread. 


rolet magazine, is produced by 
Campbell-Ewald Co., Detroit agen- 
Production arrangements vary | cy, which retains a large editorial 


that “Ford Treasury of Favorite | has already sold 150,000 copies.considerably. “Friends,” the Chev-' staff for the purpose. U. S. Gyp- 


who gets them. 


i 


AVIATION AGE is a member of the Controlled Circulation Audit . . . and provides i 
you with an audited statement of how many copies it circulates, where they go and il 


Any magazine worthy of consideration offers 


Audited 


Circulation 


Some have their circulation statements audited j 
and verified by the Controlled Circulation a | 
Audit, others by the Audit Bureau of Circula- 
tions. In both cases you are provided with 
audited statements of magazine distribution . . . 
a positive measure of copies delivered. 


Neither ABC nor CCA claims to measure readership /! 
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sum in Chicago does the editing of 
its magazines itself, publishing 10 
different versions of each issue, 
varied according to the special ad- 
vertising requirements of the spon- 
soring dealer. 

A U. S. Gypsum feature permits 
the dealer to tip-in letters to his 
customers, or other supplementary 
material. 

Still other companies make con- 
tracts with publishing concerns. 
American Colortype’s package in- 
cludes editing, printing, mailing 
to consumers and, with one excep- 
lion, accounting. It also includes 
making the dealer’s imprint on the 
back page, which might be called 
the trademark of the sponsored 
consumer publication. 


® Reuben H. Donnelley Corp., Chi- 
cago, is one of the large sponsored 
magazines processing firms, hand- 
ling the physical processing for 
Admiral’s “Smart Living,’ Good- 
year’s “Farm Progress,” and U. S. 
Gypsum’s magazines. 

Though Donnelley does the 
printing for some of its customers, 


it is most concerned with its mail- | 


ing service, which includes com- 
‘piling the mailing list for each 
‘dealer’s territory, 


dealer’s imprint, and addressing 
| ‘to go with them. 


}and mailing to the dealer’s orders. 
| “Without the mailing service,” 
|declares one Donnelley representa- 
| tive, “I’m convinced that the spon- 
sored magazine business wouid be 
just nothing.” 


= Donnelley compiles its lists on 
the basis of the logical prospects 
in the dealer’s trade area. The 
dealer can then add to and refine 
the list, or not, as he chooses. 

The Donnelley people point to 
the special problems involved in 
putting a magazine into such 
fields as building materials re- 
tailing—notorious, they say, for 
its lack of merchandising. With 
thousands of individual dealer con- 
tracts involved, a flexible ad pro- 
gram is required to cope with the 
high variation in dealer lines. 

This is handled in the case of 
“Popular Home” by giving the 
dealer a choice of more than 500 


making the 


back-page b&w ads, plus the op- 


tion of making his own special im-| 
‘print. There is also 


i choice of 
four or five four-color ads, and a 
wide range of special copy blocks 


| vertising. 


these publications present a thor- 
oughly editorial format, relying on 
“editorial infiltration” to do their 


Instead of direct ibivcictiainn: | 


| 


advertising for them. 
| Another value, well proved by 
® The costs for sponsored maga-/ now, is that of high retention by 
zines also vary widely. Armstrong the reader. Editorially strong and 
provides 128 pages per year of geared to consumer interests, the 
“Colorful Living” for less than $1, sponsored magazines are not the 
and the general cost range of spon-|kind of thing that is casually 
sored consumer magazines is from thrown away. 
4¢ to 25¢ per copy mailed to the 
consumer, depending on circula-|® Many of them are devoted en- 
tion, number and size of pages, and | tirely to “how to use” and “how to 
amount of color. make it” articles. Others, including | 
At these prices some sponsors} many in the automobile field, con-| 
actually make enough to pay for|centrate on entertainment and 
all promotional costs on their mag- | travel, plus perhaps one institu- 
azines. In most cases, however, | tional article per issue. 
the company absorbs a consider- | “We bend over backwards to 
able amount of the actual pro- | keep the sponsored magazine a 
duction cost. /magazine, and not a sales portfo-| 
An important advantage of the lio,” says Mr. Richards. “That's | 
sponsored consumer magazines is, where the strength of this kind of 
that, though they play a big part | thing lies.” 
in the advertising picture, they| “If there is such a thing as a 
are free of the psychological dis-| legitimately captive audience, this | 
advantage of appearing to be ad- is it,” he adds. 


»»++- only AVIATION AGE gives you 


/ 
/ 


/ Audited Readership 


/ 
/ 


The Ross Federal Research Corporation has just 
completed the first Audit of AVIATION AGE Reader- 
ship... a positive measure of the degree of readership 
enjoyed by this magazine. 


This audit goes beyond the check of copies delivered. 
It reveals what happens to them after delivery. It 
gives you a measure of recipient reaction ... How 
many recipients of AVIATION AGE read their copies 
and want to continue receiving them. 


The audited readership statement, now 
available for your examination, shows that 
more than 90% of the individuals in the 
AVIATION AGE circulation say, “We do 
read it; we do want it.” Naturally, those who 
do not read AVIATION AGE are replaced. 


Only AVIATION AGE gives you both: 


AUDITED CIRCULATION ang AUDITED READERSHIP 


AVIATION AGE 

A CONOVER-MAST PUBLICATION 
205 E. 42nd Street 

New York 17, .N. Y. 

MUrroy Hill 9-3250 


Ask your AVIATION AGE representative to show you 
this audited readership report. 
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Ideas like fish are hard to 
land. But here's a real idea— 
let Pontiac help you! We 
have an organization full of 
practical ideas with the per- 
sonnel and ability to follow 
thru to completion. For 
instance, we've had 40 years 
experience in providing the 
advertising profession with 
artwork, photography, ad 
setting, photoengraving, color 
process, and electrotyping! 
Call us when you're fishing 
for ideas, you'll be pleased 
with our abilities, and the 
courteous cooperative 
a=, attention we'll give 
. your problem. 


...to get RESULTS 
in the 
aviation market 


' RA 
| " UNIFIED 


ecto” SERVICES 


Pontiac 
— Engraving & 
Llectrotype Ca 


(812 W. VAN BUREN STREET 
| HA ymarket 1-1000 © Chicago 7, illinois 
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Big advertisers 
find it pays 
When INLAND thinks 
up their Displays: 
INLAND’s IDEAS are 
Sresh and new— 
Ask us to think up 
one for you! 


WHY NOT 
TODAY? 


ideas 
facilities 


experience 


ie 


INLAVD LITHOGRAPH COMPANY 


CHICAGO 6: RANDOLPH 6-3256 


Art Directors 
Select 100 Best 
Outdoor Posters 


CuIcaco, March 3—The 
outdoor posters for 1952” 
lected here in the 21st National 
| Competition & Exhibit of Outdoor 
Advertising Art. 

wall competition is sponsored 
annually by the Art Directors Club 
of Chicago and is judged by a jury Poe Brown and Alberta Rudolphi; H. S. 


‘Atlantic Refining Co. (“Keeps 
Your Car on the Go”). 

This year’s winners were se- 
lected from 675 entries. Last year 
more than 900 entries were sub- 
|mitted, but the competition was 
limited to four entries for any one 
|product this year. 


| 


|# Awards in different classifica- 


“100 best tions went to the following (for 


/each award the advertiser, agency, 
‘artist, art director and lithogra- 
|pher are listed, in that order): 

| 1. MISCELLANEOUS CLASSIFICA- 
| TION: First award, Levi Strauss & Co.; 
| Honig-Cooper Co.; Bruce Bomberger; 


rocker Co. Second award, Jantzen Knit- 


/made up of well known advertis- | ting Mills; Botsford, Constantine & Gard- 
ing and business executives. 

The judges select three grand 
award winners (AA, Feb. 23), 
three award winners in each of 17 | Williams; Allart Poster Corp. 
'different classifications and num-|_ 2. HOUSEHOLD APPLIANCES CLASS- 
| erous “honorable mentions.” 

Grand awards, in one-two-three 
‘order, went to Jell-O division of. Victor Capellupo; U. S. Printing & Litho- 
_General Foods (“Now’s the Time 
| for Jell-O”); Ralston-Purina Co. 
| (“Purina Sure Pays Off”), and’ Lewyt Corp.; Hicks & Greist; Burt Yates; 


ner; Haddon Sundblom; Elizabeth Eyer- 
| ly; Edwards & Deutsch Lithograph Co. 
| Third award, Wilson & Co.; Ewell & 
| Thurber Associates; Joy Williams; W. R. 


| IFICATION: First award, Crosley division 
|of Avco Manufacturing Corp.; Batten, 
Barton, Durstine & Osborn; Howard Scott; 


graph Co. Second award, Lewyt Corp.; 
| Hicks & Greist; Burt Yates; Robert Fox; 
Morgan Lithograph Corp. Third award, 


The “Zoned for Business” Sign is out all over the 
Great Salt Lake Intermountain Market. Business 
See here is big . . . and getting bigger. 


Retail Sales annually amount to $1! billion, an 
increase of 299.8% since 1939 . . . 27.7% above the 
U. S. increase. Wholesale Sales annually are $1 1/7 
billion, an increase of 316.2% since 1939 and 45.3% 
above the U. S. increase. Effective Buying Income 
is $11 billion, up 214.3% over 1939 and 17.2% above 
the U. S. gain. 


With these tremendous gains, business can be 
bigger for you. 


This entire market is completely covered and 
sold by Salt Lake City’s two newspapers, The Salt 
Lake Tribune and the Deseret News and Telegram 
in one low, money-saving buy. 


ABC Increases City 
and Retail Trading 
Zones 


Salt Lake City ABC 
Zone population now 
252,905 (14 million) 
City and Retail Trading 
Zones population now 
671,103 (44 million) 
Entire Circulation Area 

pulation now 114 mil- 

on. 


The Salt Lake Tribune 


“ 


DESERET NEWS wo 
ull Lake Felegram (EVENING) 


Represented Nationally By: MOLONEY, REGAN & SCHMITT. INC, Metropolitan Sunday Newspapers 


Sact (ant 
CITY ANO anTAn 
TRADING TOMES 


LONED 
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Robert Fox; Morgan Lithograph Corp. 

3. AGRICULTURAL CLASSIFICATION: 
First award, Purina Mills; Gardner Ad- 
vertising Co.; John Eppensteiner; Dale 
Krichheff; Compton & Sons. Second 
award, Purina Mills; Gardner Advertising 
Co.; John Eppensteiner; Dale Kirchhoff; 
Compton & Sons. Third award, Purina 
Mills; Gardner Advertising Co.; August 
Tichacek; Dale Kirchhoff; Compton & 
Sons, Inc. 7 

4. SOFT DRINKS CLASSIFICATION: 
First award, Coca-Cola Co.; D’Arcy Ad- 
vertising Co.; John Howard; Wilbur 
Smart; McCandlish Lithograph Corp. Sec- 
ond award, Pepsi-Cola Co.; Biow Co.; 
Freeman Elliott; Sol Hyman; Spurgeon- 
Tucker Co. Third award, Coca-Cola Co.; 
D’Arcy Advertising Co.; George Rapp; 
Wilbur Smart; McCandlish Lithograph 
Corp. 

5. CONFECTIONS CLASSIFICATION: 
First award, Howard D. Johnson Co.; 
N. W. Ayer & Son; Ray Ballinger and 
Milt Fisher; Howard F. Henry; U. S. 
Printing & Lithograph Co. Second award, 
Wm. Wrigley Jr. Co.; Charles W. Wrigley 
Co.; Otis Shepard; Otis Shepard; Gugler 
Lithographic Co. Third award, Wm. 
Wrigley Jr. Co.; Charles W. Wrigley Co.; 
Otis Shepard; Otis Shepard; Gugler 
Lithographic Co. 

6. BEERS CLASSIFICATION: First 
award, Pabst Sales Co.; Warwick & Leg- 
ler; Charles Heinzerling; Arthur Deerson; 
U. S. Printing & Lithograph Co. Second 
award, Anheuser-Busch Inc.; D’Arcey Ad- 
vertising Co.; Michael Dolas; Stewart 
McCormack; Western Printing & Litho- 
graph Co. Third award, Pabst Sales Co.; 
Warwick & Legler; Charles Heinzerling; 
Arthur Deerson; U. S. Printing & Litho- 
graph Co. 

7. WINES & LIQUORS CLASSIFICA- 
TION: First award, McKesson & Robbins; 
Erwin, Wasey & Co.; Howard Scott; Ed- 
ward A. Rodgers; Spurgeon-Tucker Co. 
Second award, Frankfort Distillers Corp.; 
Young & Rubicam; Ken Thompson and 
Anton Bruehl; Walter Glenn; MacNaugh- 
ton Lithograph Co. Third award, Frank- 
fort Distillers Corp.; Young & Rubicam; 
Howard Scott; Jack M. Anthony; Mac- 
Naughton Lithograph Co. 
~8. GASOLINES & OILS CLASSIFICA- 
TION: First award, American Oil Co.; 
Joseph Katz Co.; James Bingham; Harry 
Kullen and Morris Needle; McCandlish 
Lithograph Corp. Second award, Esso 
Standard Oil Co.; McCann-Erickson; 
Hayden Hayden; Herbert Noxon; Con- 
tinental Lithograph Corp. Third award, 
Atlantic Refining Co.; N. W. Ayer & Son; 
George Golia and Rio Studios; Donald 
Kubly; McCandlish Lithograph Corp. 

9. LOCAL CLASSIFICATION: First 
award, Tijuana Greyhound Club; Dauchy- 
Read Advertising; Scott Johnston; (no 
art director); Schmidt Lithograph Co. 
Second award, Public Service Co. of 
Northern Illinois; J. R. Pershall Co.; Phil 
Kiser; William E. Sproat; Thomson-Sy- 
mon Co. Third award, Laclede Gas Co.; 
D'Arcy Advertising Co.; Lyman Simpson; 
Forrest Smith; Western Printing & Litho- 
graphing Coe. 

10. AUTO ACCESSORIES CLASSIFICA- 
TION: First award, General Tire & Rub- 
ber Co.; D’Arcy Advertising Co.; Charles 
Showalter; Wilbur Smart; Continental 
Lithograph Corp. Second award, Atlas 
Supply Co.; McCarn-Erickson; Stuart 
Graves; Herbert Noxon and Donald Cal- 
houn; Continental Lithograph Corp. Third 
award, Atlas Supply Co.; McCann-Erick- 
son; Robert Skemp; Herbert Noxon and 
Donald Calhoun; Continental Lithograph 
Corp. 

11. BREAD, FLOUR & BAKED GOODS 
CLASSIFICATION: First award, Nation- 
al Biscuit Co.; McCann-Erickson; Roy 
Spreter; Herbert Noxon and Donald Cal- 
houn; Continental Lithograph Corp. Sec- 
ond award, Nebraska Consolidated Mills 
Co.; Gardner Advertising Co.; Kuoni Stu- 
dio; Fred Czufin and Norm Houk; West- 
ern Printing & Lithographing Co. Third 
award, Nebraska Consolidated Mills Co.; 
Gardner Advertising Co.; Kuoni Studio; 
Norm Houk and Fred Czufin; Western 
Printing & Lithographing Co. 

12. FOOD PRODUCTS CLASSIFICA- 
TION: First awards (tied), Morton Salt 
Co.; Needham, Louis & Brorby; Lyman 
Simpson; Carl J. Briese; National Print- 
ing & Engraving Co. Kraft Foods Co.; 
J. Walter Thompson Co.; Lyman Simp- 
son; George Baier; National Printing & 
Engraving Co. Third award, H. J. Heinz 
Co.; Maxon Inc.; Al Grann; Franklin 
Kelley; Continental Lithograph Corp. 

13. AUTOMOBILES CLASSIFICATION 
(CARS): First award, Ford Motor Co.; J. 
Walter Thompson Co.; Scott Johnston; 
George Booth; (no lithographer). Second 
award, Chevrolet Motor division of Gen- 
eral Motors Corp.; Campbell-Ewald Co.; 
Fred Ludekens and McCallum & Associ- 
ates; Halsey Davidson; Gugler Litho- 
graphic Co. Third award, Willys-Over- 
land Motors; Ewell & Thurber Associates; 
| McCallum & Associates; Milton Erickson; 
|U. S. Printing & Lithograph Co. 
| 14. AUTOMOBILES CLASSIFICATION 

(TRUCKS): First award, Chevrolet Motor 
division of General Motors Corp.; Camp- 
bell-Ewald Co.; Meinzinger Illustrations; 
Richard S. Jemison; Gugler Lithographic 
Co. Second award, Chevrolet Motor divi- 
sion of General Motors Corp.; Campbell- 
Ewald Co.; Allured-Darr  [Illustrators; 
Richard S. Jemison; Gugler Lithographic 
Co. Third award, International Harvester 
Co.; Young & Rubicam; Arnold Kohn; 
,|Luther Johnson; Edwards & Deutsch 
| Lithograph Co. 

15. PAINTED BULLETINS CLASSIFI- 
CATION: First award, Southern Pacific 
Co.; Foote, Cone & Belding; Clyde 
Seavey; Link Malmquist. Second award, 
Bullock’s Downtown, Los Angeles; Foote, 
; Cone & Belding; Morgan Henninger; John 
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“Yessir! this Vertagreen” iso sure 
formula for increased sales, increased 


profits —just what the doctor ordered!” 


ARMOUR 


FERTILIZER WORKS 


GENERAL OFFICE, # © BOR 1605, ATLANTA. GA. 


NEWCOMER—Another advertiser to start 


| 


using baby pictures is Armour Fertilizer 


Works, which ran this ad in seed publica- | 


tions for Vertagreen plant food. Liller, 


Neal & Battle, Atlanta, is the Vertagreen | 


agency. 


Groen. Third award, Wesson Oil & Snow- | 
drift Sales Co.; Fitzgerald Advertising | 
agency; Charles Heinzerling; Newton R. 
Howard. 

16. PAINTED BULLETINS 
lished) CLASSIFICATION: First award, 
Kraft Foods Co.; J. Walter Thompson Co.; 
Frederick W. Boulton. 
California Packing Corp.; 
son; Al Camille. Third award, Swift & 
Co.; J. Walter Thompson Co.; 
Kuoni Studios; Frederick W. Boulton. 

SPECIAL CLASSIFICATION: 
award, American National Red Cross; 
Joseph Binder; Joseph Binder; McCand- 


lish Lithograph Corp. Second award, The | 


Advertising Council; Young & Rubicam; 


John Howard; Gene Kolkey. Third award, | 


Citizens Traffic Safety Board; McCann- 
Erickson; Calvin Van Lonkhuyzen; Rich- 
ard E. Owen; Kubin-Nicholson Corp. 


Promotes Paris Trade Fair 


The French Chamber of Com- 
merce of the U. S. will begin a 
special six-week promotion March 
9 for the Paris International Trade 
Fair opening in May. Newspapers 
and radio spots will be used in 14 
cities, plus eight or ten business 
publications. Hicks & Greist, New 
York, is the agency. 


Boosts George W. Weatherby 


Portable Electric Tools Inc., Chi- 
cago, has promoted George W. 
Weatherby to manager of indus- 
trial and trade sales. Mr. Weather- 
by joined the company in 1951 as 
western division sales manager for 
11 states. 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


GAIN IN 1952 


The 
Boston Globe 


MORNING * EVENING *« SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scou, Chicago, Detroit, 


¥ ae 


(Embel- | 
Second award, | 
McCann-Erick- 
Charles | 


First | 


| Westinghouse Names Two 


Westinghouse Electric Corp., 


Doyle manager of renewal tube | 
sales for its electronic tube divi- 
sion. James L. Brown becomes 
manager of equipment tube sales, 


|a new post. 


CBS Promotes Dorfsman 

Louis Dorfsman, art director in 
the department for several years, 
has been promoted to associate di- 


ai rector of the advertising and sales’ 


|promotion department for CBS. 


| Radio, New York. 


Charles A. Smulle: 
Pittsburgh, has appointed John J.) lished Smullen & Sons 
agency serving Companies in the 
New England states, a’ 
ston St., 


Boston 


| Smullen Forms Sales Office 


16. Mr. 


has estab- 
i new sales 


739 Boyl-| 

Smullen 
formerly was advertising manager 
for the National Assn 
Druggists. 


Takes New Office 


The eastern district 


of Retail | 
| 


-WNOK, Columbia, to Bow 


DuKane Promotes Shoemaker 

The audio-visual division of Du- 
Kane Corp., St. Charles, Ill, mak- 
er of sound slidefilm projectors and 
tape recorders, has promoted Rob- 
ert L. Shoemaker to division man- 
ager. Mr Shoemaker has been di- 
vision sales manager. 


WNOK and WNOK-TV, Colum- 


ottice of | bia, S. C., are scheduled to go on 
Modern Materials Handling, Bos-| the air at an early date. The new 
ton, has been moved to 60 E. 42nd/| stations are owned and operated 


St., New York. H. Douglas Robin-| by Palmetto Radio Corp. W. Croft 


/son is eastern district manager. 


| Jennings heads the corporation. 


45 


Rowan Joins Ross Roy 


John E. Rowan, formerly with 
Batten, Barton, Durstine & Osborn, 
has joined the copy staff of Ross 


| Roy Inc., New York. 


SIGNS OF LONG LIFE* 
FOR QUANTITY BUYERS 
K THE achieve SIGN CO. 
Mentoring prin 
900 ‘aa St., Lima, Obie, U.S.A. 
“Trademarks Reg. U.S. Pet. OF. 


“2,000 Coffee makers, please’! 
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To test the pulling power of WSM-TV, 
the makers of Hermitage Coffee, through 
° their agency, Robert G. Fields Company, ___ | 
offered the WSM-TV audience a coffee 
maker for $2.95 and three empty 
Hermitage Coffee bags. 


Just five program plugs rolled up requests 
for the amazing total of 2,000 coffee 
makers! 


| 
| This is just one more in a succession of 
| 
| 


Channel 4 


WSM-TV 


equally astonishing WSM-TV_ success 
stories. Irving Waugh or any Petry Man 
will be happy to produce the facts and 
| figures. 


Nashville 
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Dower, Matthews Join ‘LH]’ 

John M. Dower, formerly with 
Country Gentleman, has joined the 
advertising promotion staff of 
Ladies’ Home Journal. Joseph P.. 
Matthews, previously with Pet) 
Milk Co., has joined the Journal’s | 
New York sales staff. 


Edwards Joins H. Goodman 


George W. Edwards, formerly an 
advertising representative for the 
West Side News, Cleveland, has 
been appointed advertising mana- 
ger of H. Goodman Inc., Cleveland 
maker of White Dove mattresses, 
box springs and sofa beds. 


GET YOUR ART & PHOTO BUYERS GUIDE 
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* 
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. the SECOND ANNUAL ART & PHOTO BUYERS ° 
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Just out.. 


issue alone — $1.00. 


ART DIRECTOR & STUDIO NEWS 
Dept. Al, 43 E. 49th Street, New York 17, N. Y. 


GUIDE to help you find the man or organization to handle your 
job — artists, illustrators, letterers, retouchers, photographers, 
art and photo studios, photo reproduction services — over 1200 
listings classified by 191 different services. 


FREE with your subscription 


The Buyers Guide is an oversize issue of Art Director & Studio 
News, the monthly magazine of advertising and editorial! art and 
photography; there is no extra charge for it. 


$2.00 for a year’s subscription (12 issues) to ART DIRECTOR & 
STUDIO NEWS to start with the February Guide issue. Guide 


Agency Creates PR Dept. 

Hege, Middleton & Neal, Greens- 
boro, N. C., agency, has created a 
public relations department as a 
service to its clients. Wint Capel, 
formerly on the editorial staff of 
the Record, Greensboro afternoon 
paper, has been appointed to head 
the new department. 


@ Republicans Name Denman 


Denman & Baker, Detroit, has 
been named to handle advertising 
for the spring election campaign of 
the Republican Party in Michigan. 
The agency handled Michigan Re- 
publican Party advertising for the 
1952 general election and the 1951 
spring election. 


TWA Boosts Desautels 


Pierre G. Desautels, district sales 
manager in San Francisco for 
Trans World Airlines, has been 
promoted to the new post of over- 
seas director. 


KFEL-TV Increases Power 


KFEL-TV, Denver, has in- 
creased its power from 5,600 watts 
to 15,900 watts. 


CAMBRIDGE, Mass., March 5— 
Scholarships for students in need 
have been abandoned at the Har- 
vard Business School here in favor 
of interest bearing loans. Such 
loans are outstanding to 325 men, 
or slightly less than 30% of the 
school’s current 1,150 enrollment. 

The school considers its program 
an investment “in future business 
leadership.” Loans total $400,000 
this year and will eventually be 
stabilized at about $500,000. 

Neither grades nor class stand- 
ing are determinants in granting 
loans. Only financial need is con- 
sidered. 


® Through this program, along 
with other policies such as not us- 
ing ability to pay as a criterion for 
admission, the school has been able 
to establish an “exemplary demo- 
cratic makeup” in its student body. 
According to Dean Donald K. Dav- 
id, 45% of the men receiving aid 


CAPS, CAPS, CAPS 


Everywhere in the Mid-South its CAPS 
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CAPSule Facts 


City of Memphis Only 


Building Permits 
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1952. cccvccee 


Electric Consumption in Kilowatt Hours 


1951 2.205. 


OMMERCIAL 


Can Mean Lots of Things 
to Lots of People 


In the Prosperous Mid-South Area 


CAPS ALSO MEANS 
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ceceeceeees $54,796,771 


60096630 $594,794,137.38 
eeeecetn $611,130,228.83 
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Put it in CAPS for Capital Results! 
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GIVE THEM BOTH BARRELS IN THE 
MEMPHIS AND MIDSOUTH MARKET 


More than 88°/, of our advertisers are today taking ad- 


CIMITAR 


vantage of the optional daily combination rate savings. 


Advertising Age, March 9, 1953 


Harvard Business School Offers Business 
Deal to Students; Advertising Takes Many 


in their first year come from fami- 
lies with annual incomes of less 
than $3,600, and 73% are from 
families whose yearly earnings 
don’t total $5,600. 

The loans begin bearing 442% 
interest six months after gradu- 
ation. They are legal obligations; 
under his agreement, the student 
will have discharged his debt 4% 
years later. 

First year students may borrow 
up to $500, and second year men 
are permitted $1,000. If a student’s 
need exceeds the limit set for loans, 
the school gives him an “advance 
in aid,” which imposes a moral 
rather than legal obligation on him. 
In the case of some married stu- 
dents, these advances run up to 
$2,500 yearly. 


s The Harvard Business School of- 
fers a two-year graduate course, to 
male students only, taught exclu- 
sively by the study of actual cases 
contributed by business. 

The school offers two one-sem- 
ester courses in advertising to sec- 
ond year students. First year stu- 
dents receive advertising instruc- 
tion as part of a general course in 
marketing. 

Prof. Neil Borden, who teaches 
advertising at the school, told AA 
that about half of the second year 
class takes the first advertising 
course with about 50 enrolled for 
the second term. He said that since 
World War II six or seven leading 
agencies come to the school regu- 
larly to recruit graduates. 

From 5% to 10% of each gradu- 
ating class enters some phase of 
advertising, he estimated. 


Popper Morson to Kupsick 


Popper Morson Co., New York 
wholesaler of whiskies and cor- 
dials, has named J. R. Kupsick 
Advertising, New York, to handle 
its advertising. Newspapers in 
New York and New Jersey will 
be used. 


‘Camera’ Promotes Maschke 
U. S. Camera Publishing Corp., 


| New York publisher of U. S. Cam- 
| era, has promoted Rudolf Maschke 
jto national advertising manager. 

Mr. Maschke has been eastern ad- 
| vertising manager and space sales- 
| man. 


Burke to ‘Modern Packaging’ 


Eugene F. Burke has been 
named executive editor of Modern 
Packaging, a Breskin publication, 
New York. Mr. Burke formerly 
was editor of “Packages & Peo- 
ple,”’ house organ of E. I. du Pont 
de Nemours & Co. 


Troland Inc. Appoints Chaffer 


H. Glenn Chaffer, formerly in 
the advertising and sales promo- 
tion section of the small appliance 
division of General Electric Co., 
Bridgeport, Conn., has joined Tro- 
land Inc., Bridgeport, as an ac- 
count executive. 


‘Herald’ to Moran & Hedekin 


The Daily Herald, Sanford, N. C., 
has named Moran & Hedekin, New 
York, as its national representative. 
The Herald, for 22 years a semi- 
weekly, changed to daily publica- 
tion last Sept. 1. 


Trend Promotes Mack 


Rollin Mack, for the past three 
years advertising director for Mo- 
tor Trend, has been promoted to 
advertising coordinator for all pub- 
lications of Trend Inc. (Hot Rod 
Magazine, Auto and Cycle). 


Asher Gets Bee-lyte Account 

Frederick Asher Inc., Chicago, 
has been named to handle adver- 
tising for Bee-lyte Fiberglass Co., 
Chicago and Hammond, Ind. All 
media will be used. 


WOW-TV Increases Power 

WOW-TV, Omaha, has increased 
its — to the maximum 100,000 
watts. 
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“KING EDWARD CIGARS 2 fun 
“KING EDWARD CIGARILLOS =2... 
“TAMPA NUGGET CIGARS 10:5 
“EL PRODUCTO CIGARS sox 2 


fseee 


KING PAPA—Color posters like the above 
(17%2x22”) will be provided by Jno. H. 
Swisher & Son, Jacksonville maker of King 
Edward cigars, for a small sum, to dis- 
tributors in all cities. Newman, Lynde & 
Associates is the agency. 


Erwin, Wasey Alters Statf 


Erwin, Wasey of Canada, To- 
ronto, has had four staff changes 
affecting both its Montreal and 
Toronto offices. John A. Livings- 
ton, formerly an account executive 
with McKim Advertising, Toronto, 
has joined the agency’s Toronto 
office as marketing director and 
account executive. Charles G. 
Sheppard has returned to the 
Montreal office as manager and 
director of marketing, after serv- 
ing at Toronto. Hiram K. Smith 
Jr., previously with agencies in 
the U. S., has become the Toronto 
copy chief. T. Murray O’Connor, 
Montreal office, has taken over 
new duties as copy chief and ac- 
count executive. 


Kaiser Steel Promotes Two 


Kaiser Steel Corp., Oakland, 
Cal., has promoted John Winter- 
steen to public relations director 
and advertising manager for Kaiser 
Metal Products Co., Bristol, Pa. 
Mr. Wintersteen has been adver- 
tising manager for Kaiser Steel at 
Oakland. Al H. DeGrassi, who has 
worked on Kaiser Aluminum’s na- 
tional ad program, has been pro- 


Commercial Film 
Survey Finds 9% 
of Output for TV 


Cuicaco, March 4—TV commer- 
cials accounted for 9% of the total 
production of 126 leading commer- 
cial film houses last year, accord- 
ing to Business Screen. 

In its third annual production 
review of the commercial film in- 
dustry, published this week, the 
trade journal says only 44 com- 
panies reported making TV com- 
mercials but that they resulted in 
$4,000,000 in sales. 

Total gross sales of all 126 com- 
panies, the survey shows, 


-|amounted to $51,000,000, an in- 


crease of more than $5,000,000 over 
1951. Some 170 companies are 
listed, the journal reports, but only 
126 were able to supply the mini- 
mum reference data required. 


a The 126 companies, the survey 
finds, produced 1,500 longer length 
films, of which almost a third were 


in color and of which more than 
75,000 prints were made. Total 
capitalization of the 125 firms is 
estimated to be $15,000,000 and 
they employed more than 6,000 
persons, excluding talent. 

Signs of increasing stability in 
the industry are indicated, the sur- 
vey says, in that only one business 
failure was reported among all 
active companies—plus the greater 
diversification into TV production. 


Weatherby’s Names Mott] 


Weatherby’s Inc., Los Angeles 
rifle manufacturer, has appointed 
Mottl Advertising, Los Angeles, 
to handle its advertising. The 1953 
promotion will feature the Weath- 
erby Magnums. Insertions will ap- 
pear in American Rifleman, Field 
& Stream, Outdoor Life, Sports 
Afield and Western Sportsman. Di- 
rect mail will be used also. 


Aqua Flor to Factor-Breyer 


Aqua Flor Co., Los Angeles 
maker of fluorine for treating home 
drinking water, has appointed Fac- 
tor-Breyer, Los Angeles, to han- 
dle its advertising. 


4? 


WKRC-FM Appoints Hand ,Mann Joins Mann, Conklin 


Harold Hand has been appointed | Richard Mann, with Ted Bates 
sales manager of WKRC-FM, Cin- & Co. since its inception 13 years 
cinnati. He formerly was an ac- | ago, has joined Mann, Conklin & 
count executive with the station.’ Son, New York agency. 
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COMPLETES SALES |B 
AT POINT OF SALE 
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“POINT OF SALE 


7 Tes iw ALL OTHER 
TYPES OF ADVERTISING 
| AT POINT OF PURCHASE 


Sz 
Ne Es Et "118-124 WEST PEARL ST, CINCINNATI 2, OHIO © 
ATTEND POPAI SYMPOSIUM 
PALMER HOUSE, CHICAGO + MARCH 31-APRIL 2 
See our exhibit — Booths 34, 35, 36 


What’s “Countrypolitan”? 


moted to assistant advertising man- 
ager of Kaiser Aluminum, Oak- 
land. 


United Drill Appoints 


United Drill & Tool Corp., Chi- 
cago, has appointed John Arm- 
strong advertising manager. In his 
new position, he will coordinate 
the advertising efforts of Whit- 
man & Barnes, Plymouth, Mich., 
Chicago Latrobe Twist Drill Works 


and J. H. Williams & Co., Buffalo. 


@ You'll want 
one of these 
terrific plastic- 
bound manuals 
that is just chock 
full of ideas and in- 
ee formation. 44 pages of 
money-saving sugges- 
tions . . . and its yours just 
for the asking. Our supply is 
limited so phone or write to- 
day, for your Free copy. 


money — 
with ‘stats 
and 
photos 


ARROW PHOTO COPY CO. 


414 So. State St., Chicago ; 
Phone HArrison 7-9515 
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ans.: Big Aggie Land—the market put together 
by WNAX "How big? One million radio families with annual 
effective buying income of $4.2 billion. Only metropolitan 
NYC and Chicago are bigger. Where? In Minnesota, the 
Dakotas, Nebraska and lowa. How much? One Class A 
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time rate) is $20.00 


SK WNAX-570 
Yankton-Sioux City 


A Cowles Station 
Represented by The Katz Agency 
CBS Radio 
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Hart to Fletcher Richards 
Edward F. Hart, formerly with 
Carroll Dean Murphy, Chicago, 
has joined the Chicago office of 
Fletcher D. Richards Inc., as pro- 


to head the promotion and pub- 
licity department of WKRC, Cin- 
cinnati, succeeding William Hines, 
who has resigned. 


Hayhurst Moves in Vancouver 


duction manager. : 
The Vancouver office of F. H. 
. WERC Boosts Miss Lambert Hayhurst Co. has moved into new 
Lila Lambert has been promoted | quarters at 524 Hornby St. 


, i 


The QUAD-CITIES 

: lead all 
IOWA-ILLINOIS* 
metropolitan areas 
in Effective Buying 
Income per Capita. 

* outside Chicago » + 11th Nationally 
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International Names Robinson 


International Glass Corp., Los 
Angeles, has appointed Elwood J. 
Robinson & Co., Los Angeles, to 
handle its advertising. A new na- 
tional campaign will begin in the 
spring. 


Bob Hillyer Opens Agency 

Bob Hillyer, radio and advertis- 
ing executive, has opened his own 
agency at 1033 High St., Eugene, 
Ore. Francis W. Cole, commercial 
artist, will be associated with Mr. 
Hillyer. 


Jack Lacey Names Polen 

Jack Lacey Agency, Tampa, has 
appointed Rube Polen managing 
director of its radio and television 
department. He formerly was with 
— Advertising Agency, Cleve- 
and. 


Heads Ford PR in Capital 


John L. Denman, formerly a 
newscaster for WJR, Detroit, has 
been appointed public relations 
manager for Ford Motor Co. in 
Washington. Mr. Denman’s office 
will be located in the Wyatt Bldg. 


Advertising Age, March 9, 1953 


White King Soap Co. Uses Coupons in West 
to Introduce Its Scotch Foam Action -feaneer 


Los ANGELEs, March 3—Follow- |, 


ing a series of local market area. 
promotions, White King Soap Co. | 
has begun an advertising campaign | 
in the 11 western states to intro- 
duce its new Scotch Foam Action | 
cleanser. 

Full-page, full-color coupon ads | 
will appear on the following sched- | 
ule: This Week Magazine, March 1;, 
The American Weekly, 
and Seattle Times and Denver | 
Post, March 15. The ads will make 
the offer of “Buy 2...Get 1 Free.’ | 


Each will carry a clip-out cou-| 
pon redeemable at all stores. Ac-| 
cording to Bill Tormey, White 
King sales manager, this method 
of couponing has the advantage 
that it affords an accurate check 
on the pulling power of the cam-! 
paign in ail areas, and brings im- 
mediate response in store sales. 

Other advertising will include 
store displays, cut-in announce- 
ments on all of White King’s Frank 


‘Their own 


New Product 
threatened to 


"kill’their business 


The new bristles seemed to last forever... 


They wouldn’t split 
They wouldn’t come loose 
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iealaneey newscasts on the Mu- 
tual-Don Lee Radio Network, and, 
in the Los Angeles area, special 
commercials on ‘Queen for a Day” 
on KHJ-TV. 

Raymond R. Morgan Co., Holly- 
wood, is the White King agency. 


Outdoor Industry 
Makes ‘52 Report 


on Public Service 


Cuicaco, March 3—In support 
of 14 public service campaigns in 
1952, the outdoor advertising in- 
dustry displayed 75,000 24-sheet 
posters and 20,000 3-sheet posters, 
with a total space value of $1,750,- 
000, according to figures compiled 
by Outdoor Advertising Assn. of 
America. 

For the eighth successive year 
there was at least one nationwide 
public service campaign on out- 
door advertising panels each month 
of the year, the association reports. 
The industry’s Traffic Safety and 
U. S. Defense Bond posters were 
displayed throughout the year, 
while 12 Advertising Council cam- 
paigns were each given a 30-day 
showing period. 

“It is of further interest to know 
that in the past five years outdoor 
advertising companies of the U. S. 
have increased their public service 
contributions by 25%,” said Harry 
J. Fitzgerald, association presi- 
dent. 


Names Michener & O'Connor 


Wald Industries Inc., Montgom- 
ery, Pa., maker of machines for 
applying traffic striping materials, 
has appointed Michener & O’Con- 


'nor, Harrisburg, Pa., to direct its 


advertising. 


They looked as though they couldn’t wear out 


Wren a product depends upon 
repeat sales, can you make it too 
good . . . so enduring that one 
sale takes the customer out of the 
market too long? 


This was the question faced by 
our client, Dr. West’s, when they 
developed a toothbrush bristled 
with nylon—a substance that far 
outlasted natural bristles. 


But reports by The J. Walter 
Thompson Consumer Purchase 
Panel were more than reassuring: 

People would want this new 
“miracle toothbrush”. . . so many 
more people, in fact, that their 
market could expand—and more 
than make up for lower repeat 
sales. But, the Panel also indicated, 
price would be a most important 


factor. Unless the price were right, 
the new brush could price itself 
right out of the market instead of 
expanding it! 

To bring prices into line, Dr. 
West’s reduced manufacturing 
costs by applying the economies of 
mass production. And to win a mass 
market for its new toothbrush, 
Dr. West’s took advantage of the 
economies of mass education—ad- 
vertising’s ability to reach millions 
of people at low cost. 

So economical is this mass educa- 
tion by Dr. West’s that no other 


well-known product in the drug 
trade has a lower total saies cost, 
including advertising. 

Thus—far from “‘killing the busi- 
ness’’—one or more Dr. West’s 
Miracle-Tuft Toothbrushes are today 
found in 44% of all American house- 
holds. It is, Sunaina tothe J. Walter 
Thompson Consumer Purchase Panel, 
by far the largest selling quality 
brush today. 


Can the economies of advertising 
be used to better advantage in your 
business, too? We would be glad to 
talk with you about it. Just call or 
write to us. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sio 
Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Capetown,~Durban;-Bombay, Calcutta, New Delhi, Sydney, Melbourne, 
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Beyer to Wells Advertising 


Donald K. Beyer, formerly with 
Comstock & Co., Buffalo agency, 
has been appointed an account ex- 
ecutive and media director with 
James G. J. Wells Advertising, 
Buffalo. 


Joins Grant & Wadsworth 


Herbert Lieberman, formerly 
production manager with Morton 
Freund Advertising, New York, 
has joined Grant & Wadsworth, 
New York, as director of all me- 
chanical production. 


Carter Leather to Fairfax 


Carter Leather Goods Co., New 
York, has appointed Fairfax Inc., 
New York, to handle advertising 
for its billfolds, key cases and 
= cases. Magazines will be 
used. 


Shoe Assn. Names Watson 


Merrill A. Watson, who is re- 
signing as president of the Carpet 
Institute, New York, has been 
named executive v.p. of the Na- 
tional Shoe Manufacturers Assn., 
| effective May 1. 


R&R Boosts Clarke, Gayda 


Fred B. Clarke, copy director, 
‘and Lawrence Gayda, art de- 
| partment director, have been 
elected v.p.s of Ruthrauff & Ryan, 
New York. 
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42 Active Research Projects Under Way 
at Dancer-Fitzgerald-Sample, Brown Says 


ge, full-color advertisement in) publications and direct mail will 
‘Parents’ Magazine. Mounted ad re- be used. Schneider-Stogel Co., New 
print cards and a display package, | York, is the agency. 
‘including counter and window dis- | 


McCann-Erickson, New) 


will be offered tree to F&S&R Appoints Eckels 


Ollendort Advertising Moves 

c. J. Ollendorf Advertising, 
Chicago, has moved to new quar- 
ters at 631 N. Central Ave. 


New York, March 3—There are | vances in the advertising and pub- a 


Goldman Named Ad Head 


1 
iin Te Teeny, coy The New Orleans Item has ap- 


42 s . . | . . . . | 
active projects in the research | lishing business since World War york, and Henry A. Loudon Ad-| niet with Sciecitadn, Cina 


department of Dancer-Fitzgerald-|I. The development of facts and 

Sample now. their interpretation, he character- 
Speaking at a luncheon meeting ized as the greatest. 

of the New York chapter of Ameri- 

can Marketing Assn. last week,|Hood Rubber Boosts Footwear 

Lyndon O. Brown, v.p. in charge! ood Rubber Co., Watertown, 


of media, merchandising and re-|Mass., division of B. F. Goodrich 


search, listed them as follows: 


'Co., will use trade publications to 
Market surveys 


disicsl eiiccdente Army: atubm 3 promote its juvenile footwear, be- 
6| 


vertising, Boston, handle the Hood | 


nati, has joined Fuller & Smith & 


account. Ross, Cleveland, as a member of 


the group handling the account of 
,|Aluminum Co. of America. 


| 
| 


Hi-Fi Firm Campaigns 

“You never heard it so good!” is | 
the theme of a consumer campaign Bosley Joins FC&B on Coast 
undertaken by Hudson Radio &| 
Television Corp., New York, high copywriter with Batten, Barton, 
fidelity equipment distributor, for Durstine & Osborn, Los Angeles, 


Edward R. Bosley, formerly a} 


pointed Harold L. Goldman ad- 
vertising director. 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ‘ask for 
Marie Maize on your, next multi- 
graph, mimeograph, addressing or 
Mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, charges 
always in line. THE LETTER SiiOP, 


Product acceptance ............ ginning Aug. 25, for the back-to-|its ‘“assemble-it-yourself’ home will join the San Francisco office ag lta Si. Chicaga’s 
Motivational studies .......... 3 school footwear business. On that| music systems plan. Newspapers, |of Foote, Cone & Belding as an ac-| 3 —=—ih-=—=i i iiss 
CH Eg ls iin ed ener ae 13|date the company will use a full-|concert programs, high-fidelity ‘count executive on March 30. , 
Media research and analysis .. .12 
Merchandising promotion ...... 3 
Controlled market tests ....... 2 
s At this time, Mr. Brown noted, | 
| D-F-S is doing nothing in the| 
. way of periodic readership data, 
- } sales management and new busi- 
i, ness research, although it has in 
i i] the past. 
. ; There are two kinds of agencies, 
he suggested: The “fast buck” op- 
- i erators and the “builders.” For the 
former, research has little or no 
1 value, he said. 
To the latter, the acid test of re- 
search expenditures is whether or 
not it contributes to the business 
welfare of the agency and produces | 
better advertising results for the| 
agency’s clients, Mr. Brown de- 
‘t ' clared. 
n The country is entering a period | 
on in which a premium will be placed | 
t on efficiency, and increased atten- 
S, tion will be devoted to the cost 
" of distribution. Research, accord- | 
d ing to Mr. Brown, offers the factual | 
of basis with which to solve these | 
problems. 
ir 
e | Edwin W. Ebel, director of ad-| 
h 4 vertising for General Foods Corp.., | 
| ip put his company’s market research | 
| expenditures at about $1,000,000 
, annually. 
bg ‘ This is spent for (a) measuring | 
r pi tangible factors and measuring 
a ‘; opinion and (b) uninhibited ex- 
y ploratory work which completely 
ignores research precepts and limi- 
ad tations. 
“4 Advertising men ask too much of 
- 1 research when they ask it to sup- 
- i ply more than the facts, Mr. Ebel 
y | thought. Market research can sup- 
( ply the facts but it does not replace 
the need for advertising and cre- 
i ative skills. Only creative thinking 
4 } supplies the answers, he said. 
# John C. Sterling, publisher of) 
vr This Week Magazine, reviewed ad- 
Ss, ie 23 - 
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PEEK-A-BOO—This picture comes from the Rowe Corp., automatic vending machine 

manufacturer, and strangely enough, the machine is the only thing identified. The 

“Dream of a Machine” which produces a short blonde is “‘strictly experimental’ 

says Rowe, and won't be on the market for “a long time.” It was unveiled at a 
Sales Executives Club luncheon in New York. 


FOR PIGGY PALATES—Two 3'2-week-old piglets testing the palatability of Arcady 

Farms Milling Co.’s Sow ‘n Litter pellets are watched at an Arcady meeting in 

Bloomington, Ill., by (from left) Jay Dusek, Arcady’s sales promotion manager; 

Sylvester J. Meyers, Arcady’s president, and Everett D. Biddle, president of the 
Biddle Co., which handles the feed company’s advertising. 


EXECUTIVE SUITE—John A. Drake (second from left), Hicks & 
Greist v.p., greets Cameron Hawley, former sales promotion di- 
rector for Armstrong Cork Co. and author of the best-selling 
novel “Executive Suite,” at the eastern clinic sessions held by As- 


sociated Business Publications in New York. Looking on are Arch 
Crawford (left), president, Magazine Publishers Assn., and Paul 
Montgomery, senior v.p., publications division of McGraw-Hill 
Publishing Co. 
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PHOTO 
REVIEW 
OF THE 


BOTSFORD ROUNDUP TIME—Photographed at an annual three-day get-together 

and work session in Seattle for Botsford, Constantine & Gardner staffers were 

(from left) Stanley Swanberg, exec v.p. of the agency in San Francisco; Dr. Ernest 

Dichter, psychological consultant, who was guest speaker; Ron McCreight, v.p. and 

general sales manager of Jantzen Knitting Mills, a client, and Elizabeth Eyerly, 
exec v.p. in Botsford’s New York office. 
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SPONSOR'S PET—Gorry Moore’s sponsors yak it up as the CBS- 
TV comedian gets off some good ones at a broker-customers 
breakfast in Chicago. The occasion—kickoff of promotion for 
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Stokely-Van Camp’s quick meals in cans. Mr. Moore’s audience 
(left to right): L. J. Noonan, v.p.; H. F. Krimendahl, president, 
and W. B. Stokely Jr., board chairman of Stokely-Van Camp. 


| B Pointers on how to get 
_ the best value for your carpet dollar! 


Spang Cpe Fal 


See Thy World's Pincat Selection Of Cbamurwas Sue Caters. thewntic New Patterns... 
Fixviteng Nw Wenen... Nowe At You Privmity Mutant Dealer's! 
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INDIAN SPRING—Mohawk Carpet Mills Inc. will run this three- 
page, b&w and full-color ad to announce Spring Carpet Festival, 
April 13-18. Ad will appear in April 6 issue of Life and April 


issues of American Home, Better Homes & Gardens, House Beau- 
tiful, House & Garden, McCall’s and Successful Farming. Maxon 
Inc., New York, is the agency. 


DISTINGUISHED AWARD—James Webb Young (center), senior consultant and di- 

rector of J. Walter Thompson Co., gets ready to receive the Milwaukee Advertising 

Club’s annual distinguished service award for significant contribution to advertising. 

Bert S. Gittins (right), Milwaukee agency head, in presenting the award, pointed 

out it was primarily for Mr. Young’s Advertising Council activity. Mr. Gittins headed 

the awards committee. At left is A. J. John, president of the adclub and advertising 
director of Kearney & Trecker Corp. 
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le your picture 
n the opposite 


Even if it isn’t, we bet you look at Photographic Review every week 
— because you might see yourself and because you do see people 
you know and work with. You see— 


i i 


SO 0 ee ee ee ee 


{ Nothing interests people like themselves! 


<2 


ee 


@ Nothing interests people like themselves, 
their neighbors, their community, their 
friends— preferably pictures of them. This 
basic fact is true of the advertising fra- 
ternity—that’s why the Photographic Review 
is always one of the best-read features in 
Advertising Age. 


This basiv fact is also true of the Sunday 
magazines available to national advertisers. 
Here, too, nothing interests people like them- 
selves. Which is why Mighty METRO is the 


Nothing sells people 
like METRO 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 


DETROIT News Pictorial 


CLEVELAND Plain Dealer Pictorial Magazine MILWAUKEE Picture Journal 
DES MOINES Register Picture Magazine 


and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times Home Magazine 


national advertisers’ best, basic Sunday buy. 


Consider local impact, for example. Mighty 
METRO has far more local impact than any 
other Sunday magazine because it’s individ- 
ually edited by each of its 27 different member 
papers — packed with pictures and stories 
of local interest. (52% of the editorial content 
of Metro is local.) 

Consider retail linage. Among national 
mass magazines, only Mighty METRO carries 
the ads of hundreds of retailers who are, 


NEW YORK News Coloroto Section 
PHILADELPHIA Inquirer Magazine — Today 
PITTSBURGH Press Roto Magazine 


| og /* Dy, 
( EVERY SUNDAY 
Sy, 
“ 


MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Times-Picayune & States — Dixie 


after all, the key customers of the national 
advertiser. 


Or consider circulation. Among national 
magazines Metro has by far the biggest cir- 
culation, the biggest magazine circulation in 
the world — over 14,000,000 every Sunday! 


Just as surely as the Photographic Review 
in Advertising Age gets more noting and 
reading among advertising people, so, too, a 
national advertiser’s message in Metro gets 
more readership, more action — every time! 


35,000,000 
READERS 


ST. LOUIS Globe-Democrat Magazine 
and/or Post-Dispatch — Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure Magazine 


PROVIDENCE Journal Magazine—The Rhode Islander WASHINGTON Star Pictorial Magazine 
Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 + DETROIT: TRinity 2-2090 * SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 
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_there’s . EWS in the Al ia | 


People continually ask us how we get 

SUPERMARKET NEWS out so fast. We practice the 
half century Fairchild creed: “Our Salvation Depends 
Upon Our Printing the News.” That is why we get most of it by wire or phone. 


We'll take it from Captain Video or the Space Cadets if they can beat that time. 


We have the correspondents and reportorial staff to dig up and write the 
news. We have the two way wire services to bring it to the rewrite 
men and editors. We have the linotypes and monster printing presses to 


set and print it in a few hours. 


We print the food news first — far ahead of the field — and more thoroughly. That’s 
why more food executives read SUPERMARKET NEWS more intensively than 


all competitive publications combined. 
Advertising forms close Thursday. Last minute news printed and mailed Saturday. 


Your ad is always news in SUPERMARKET NEWS. 


The Supermarket Industry's Weekly Newspaper 


Supermarket News 


A Fairchild Publication: 7 East 12th Street, New York 3, N. Y. 
“Our Salvation Depends Upon Our Printing The News,” 


Women’s Wear Daily 


Daily News Record 
Retailing Daily 
Footwear News 
Men’s Wear 
Financial Manual 
A.A.T.T. Papers 


Blue Book Directories 
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Salesense in Advertising... 


A Question that Splits the Advertising 
Fraternity Right Down the Middle 


By James D. Woolf 
Advertising Consultant 


There appears to be no doubt whatever 
that the advertising fraternity is split 
right down the middle on its conception 
of the true function of advertising. 

One viewpoint is summed up succinctly 

by the following sen- 
tence by the Creative 
Man (AA, Jan. 26): 
“Ads are read in the 
hope of obtaining in- 
formation on which to 
base a decision to buy 
or not to buy.” 
* The second and op- 
posite viewpoint is de- 
fined at some length by 
Mark Huntington 
Wiseman in a letter to the editor of AA, 
issue of Feb. 16. 

Writes Mr. Wiseman: “To deny the 
truth of this statement categorically and 
inclusively would, of course, be silly— 
lots of readers do read advertisements for 
that purpose. But I protest that the ma- 
jority of general advertisement readers, 
taken at any given time, do not.” 

In the final paragraph of his letter Mr. 
Wiseman sums up his argument as fol- 
lows: “Most people don’t read general ad- 
vertising as means of reaching a buying 
decision; but when they read for any of a 
dozen different motives, the more facts 
the advertiser gives them, the more con- 
viction and memorability he creates.” 

It will not astonish regular readers of 
this column, if such there are, to learn 


James D. Woolf 


that in principle, in most situations, I 
agree with the viewpoint of the Creative 
Man. 

It is of course true, as Mr. Wiseman 
asserts, that people read general advertis- 
ing for a dozen different reasons. He 
names a few—for example, the men who 
read Hart Schaffner & Marx pages “be- 
cause the advertisements are attractive 
and interesting and because nakedness in 
public is against the law.” I shall set 
down a few others that Mr. Wiseman for- 
got to mention, as follows: 


= 1. The woman on a long train ride who, 
having perused the editorial contents of 
her one magazine from ‘cover to cover, 
reads out of sheer boredom about the 
one-eyed man in the Hathaway shirt. But 
what price glory! She happens to be a 
very old lady, all alone in the world, and 
she is extremely unlikely to buy a shirt, 
or to influence the purchase of one, during 
the few remaining years of her life. 

2. The man, hopeless addict to beefsteak 
and apple pie for breakfast, who hasn’t 
tasted a spoonful of breakfast cereal, hot 
or cold, for 30 years. He follows Dogpatch 
doin’s in the Cream of Wheat ads—but 
the lush dish that captures his interest is 
Daisy Mae and not the cereal. 

3. The palsied elderly lady who hasn’t 
owned or driven a car for at least a de- 
cade and never will. The Phillips 66 ads 
catch her eye because she just adores 
babies. There’s very little she can digest 
besides Pablum, but she’ll probably adore 
with equal fervor the new Visking Corp. 
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campaign, a $300,000 effort to find out 
whether babies can sell sausage (AA, Feb. 
16). 

4. The pre-teen-age young misses, of 
whom there are millions, who can make 
no sense at all out of ““Modess. . .because.”’ 


# Facetious, these examples? Perhaps so. 
But they do serve to highlight my posi- 
tion. Mr. Wiseman takes care to confine 
his comments specifically to “general ad- 
vertising.” I try not to think of any ad- 
vertising as being general—because “gen- 
eral” to me implies the use of copy ap- 
peals sufficiently universal and non-selec- 
tive (and often irrelevant) to attract in- 
discriminate readership by the very max- 
imum numbers of scanners of the pages 
of the publication. This result is not diffi- 
cult to achieve: puppy dogs will do it, as 
in the case of Texaco, or rabbits in a hat, 
as in the case of Fels Naptha. 

As for any advertisements I may de- 
vise, I have no interest at all in seizing 
the attention of the maximum number of 


scanners. I write them so they will be 
read by interested people in “the hope of 
obtaining information on which to base a 
decision to buy or not to buy.” If a given 
magazine of, say, a million circulation re- 
presents 15,000 housewives who are ac- 
tively in the market for a new linoleum 
floor—at the very time my ad appears in 
this publication—it is their attention I 
want first. Secondly, I want the eye of the 
“fringe prospects,” those housewives who 
are thinking, if only vaguely and remote- 
ly, about a new floor covering. That’s 
about all I want. I will not object if I 
attract additional readers who “read for 
any of a dozen different motives,” to 
quote Mr. Wiseman, provided I haven't 
weakened my approach to my No. 1 pros- 
pects. 


= It is my notion that few general adver- 
tisements (general in the sense of being 
indiscriminate and non-selective) are as 
effective as directed copy, and I think this 
is true even of products of universal con- 
sumption. Take lemons, for example— 
everybody uses them. But not everybody 
—perhaps not even 5% of everybody— 
will read the Sunkist advertisement, re- 
produced herewith. Sunkist through the 
use of certain “catchy” devices could 
easily have increased readership several 
fold. But mere readership is not the ob- 
jective; this campaign is designed to be 
read by people on low-salt diets—people 
who hope to obtain information that will 
be helpful. 

I dislike lifting short quotations out of 
context, and I apologize to both Mr. Wise- 
man and the Creative Man for doing it 
here. I think it is likely that these two 
able men and I are not very far apart in 
our points of view. 1 write this piece, not 
to be contentious, but in the hope of stim- 
ulating further discussion of this very im- 
portant question. Concerning it, it seems 
to me, the advertising fraternity is split 
right down the middle. 


Royal & de Guzman Buys a New York Brownstone 


Two top floors—fourth and fifth—at E. 36th St. and Lexington Ave. are maintained as a 
duplex apartment for agency president Paul de Guzman and his family 


RECEPTION—A friendly fire (in cold weather) and an equally friendly 
great Dane named Banshee make the greeting job easy for recep- 


tionist Janice Stern. 
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ENTRANCE—First 


greets the visitor is the Chinese 
red door flanked by antique brass 
coach lamps. With hand on knob is 
media director Catherine de Guz- 
man; with her is copywriter Rob- 
ert de Guzman, 


catcher that 


INFORMAL—Conference room—minus conventional table—is this large, 
comfortably furnished room on the first floor, where no one stands on 
ceremony at staff meetings. 
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Public Opinion Study Under X-Ray 


What motivates man to action, and how he is persuaded to change 


his convictions and habits—a subject of increasing interest to adver- 
tisers—are discussed here by Dr. Claude Robinson, president of 
Opinion Research Corp., Princeton, N.J., in the text (in part) of a 
speech made before the Executives Club of Chicago. 


With such large sums being spent on 
communication, and with so much at stake, 
is it any wonder that this field has at- 
tracted thousands of researchers who 
probe and study the communication proc- 
ess, take X-rays of the flow of ideas, study 
the anatomy of the mass mind and seek 
objective answers to the question: What 
motivates man and how do you persuade 
them to change their habits and convic- 
tions? 

I started in this field in 1925 and way 
back in that distant past wrote a book on 
polling. I am compelled to smile at it 
now; for all the world it looks like a horse 
and buggy with a fringe on top. In the 
past 25 years the communications field in 
all its aspects has grown with great vigor. 
Universities have installed departments to 
teach communication and attitude re- 
search. Learned societies have been 
founded—like the American Assn. of Pub- 
lic Opinion Research and the Public 
Relations Society of America—and our 
comprehension of the communications 
process has greatly matured. 

The basic tools of the researcher in the 
communications field are, of course, the 
questionnaire and the representative sam- 
ple. Drawing a representative sample 
which will hold good for a larger popula- 
tion is, of course, crucial, but it is in good 
part a mechanical problem, and one that 
does not present insuperable difficulties. 
The highest art and skill in attitude re- 
search come in devising interviewing 
techniques that bring out the true pattern 
of attitude. 


® Words are frail things. They are fre- 
quently charged with high emotion. Their 
meaning content varies from generation 
to generation. “Have you a little fairy in 
your home?” used to be a good way to 
sell soap. Today it would probably invite 
a punch on the nose. 

Then, too, attitudes are exceedingly 
complex phenomena. Why did you vote 
for Eisenhower or Stevenson? And what 
motivates you to prefer Luckies over 
Camels, or vice versa? 

Research men fragment and mutilate 
attitudes. The whole questionnaire ap- 
proach to the study of attitudes is a vast 
over-simplification of the actual phenom- 
enon. But when you stop to think of it, 
all science is over-simplification. 

We set up observational categories or 
grids through which we eagerly peer in 
search of insight. And even though we 
fumble and make mistakes and fall on 
our faces, a lore, or—if you want to give 
it a more distinguished name—a body of 
verifiable knowledge about communica- 
tion emerges which seems to work. 

Some people look with horror on scien- 
tific advance in attitude study. They fear 
that men will become as putty in the 
hands of propagandists and manipulators. 
I don’t think anyone need worry on this 
score. People are not automatons. They 
have souls. They have free-will and God- 
given dignity. They possess the power to 
behave out of pattern and upset calcula- 
tion, if they so will. But it is also pretty 
obvious that people are creatures of habit, 
and in the mass their habits are reliable 
enough to achieve a degree of predict- 
ability. 


® In order to get some comprehension of 
the advance in research technology in the 
field of communication, I should like to 
trace briefly for you the evolutionary 
development of advertising evaluation. 
Advertising is a communications problem 
with which most of you deal. It is an ideal 
vehicle for communications research be- 
cause both the stimulus and response are 
capable of fairly concrete definition. 

Back in 1928, George Gallup wrote a 


*, ¢ 


Ph.D. thesis at the University of Iowa on 
reader habits. 

Gallup’s idea was to find a reader of a 
newspaper or magazine, lay the publica- 
tion before him, and go over it page by 
page, asking him what editorial features 
and ads he remembered seeing and what 
part of each article or ad he read. 

Inevitably some editorial offerings and 
ads scored high on attention and reading 
and others scored low. From these scores 
certain deductions were made on how to 
increase reader interest, and these find- 
ings have exercised considerable influence 
on journalism and advertising. In adver- 
tising, for example, comparison of 1932 
with 1952 ads shows considerable change 
in creative practices. Headlines are shorter 
and less involved; more space is devoted 
to illustration; greater use is made of 
pictures and captions; illustrations tend 
more to show product in use rather than 
mere product; copy blocks are shorter and 
tend more to be broken to invite reader- 
ship. 


® Subsequent research shows these 
changes to be sound. But some of the 
deductions from reading and noting scores 
have proved unsound. 

For example, pictures of babies rate 
high with women, so the temptation was 
to put babies in ads whether they be- 
longed there or not. 

Also the practice of using irrelevent 
stoppers grew. Men are interested in fish- 
ing, so put a fish in the illustration to 
attract attention, or a mountain scene, 
or a who-done-it. Once having arrested 
the reader’s attention we can then ma- 
neuver the reader’s train of thought from 
mountains or fish to the beauty and dura- 
bility of our car or the strength of our 
alloy steel. 

We know that this theory of communi- 
cation has severe limitations. People can 
remember the fish and the mountains all 
right, but they frequently can’t remember 
who sponsored the ad or .what it said 
about the product. Or, putting it another 
way, the fish and the mountains drew 
attention but they did little to induce 
people to buy the advertiser’s product. 
® A second step in the development of 
advertising evaluation came with the ad- 
vent of what Gallup and I have called 
“Impact.” In an Impact test the reader 
is required to recall an ad and “play back,” 
as we say, the selling message with the 
magazine closed. If an ad is effective it 
must make an impression or communicate 
a selling message. If the ad actually has 
penetrated the minds of people, then with- 
in a limited period after exposure they 
should be able to recall the ad and play 
back its message. 

Under this testing procedure, the per- 
formance of ads varies widely. In some 
cases 50% of magazine readers will recall 
an ad and play it back correctly. In other 
cases, recall drops to 1 and 2%. By ex- 
amining high and low scoring ads and 
through careful study of verbatim play- 
back, we are able to gain extraordinary 
insight into how ideas move from a 
printed page or a television screen into 
the mass mind. 

Let me outline principles of idea trans- 
mission which stand out boldly from Im- 
pact researches. These principles are all 
terribly obvious, and all experienced ad- 
vertisers and salesmen in this audience 
have them in their bone marrow; but for 
many curious and complex reasons, ad- 
vertisers lose millions of dollars in adver- 
tising efficiency by failing te exploit them. 

The flow of ideas is greatest when the 
communication offered is rewarding to 
the reader or viewer, when statements 
or claims are validated, when the reader 
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diet. Way to cut down on middle age 


MUL ALCOMOLIC BEVERAGES 
WAVE CALORIC ENERGY BUT 
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Helvaswell idea, this Bacardi. Been 


Boy. 


Hci. Scuse. Hic. 


Bacardi Diet 


Between La Rosa spaghetti and Bacardi, our friends aren’t going to recog- 
nize us at all in just a few weeks’ time. Confidentially, we’re on a reducing 


egg. First thing morning going have scrambled Bacardi highball. With pied 
fratatoes. Piece toast. Coffee. Evening going to have Spanish Bacardi, smoth- 
ered in onions, tomatoes, peas. Next morning, poached Bacardi. Get so thin 
nobody recgonize us. Right now, take off another pound. Hic. 


Hic. Now found perfect way. Have another. Zip. Pounds float aywa. Away. 
Get so thin on a diet like this people think we’re walking sideways. Gett ng 


so th n alr ady f ng rs are begi ning to slip thro gh the gold rn keys. Hic. 
Less c lories. Few r cal ries. You take gramm r. We’ll t ke anoth r Bracdari. 


fat, we’ve been told, is to cut down on 
calories. That means fewer of them. 
Both La Rosa and Bacardi promise 
less calories. But we prefer to reduce 
grammatically. 

We were quite impressed when La 
Rosa promised fewer——er, less— 
calories. But now that we are informed 
we can take off excess poundage on a 
diet of Bacardi—well, we’re all for it. 
Matter of fact, we’ve already began. 
Excuse—begun. 

Tell the truth, in our opinion, Ba- 
cardi deserves at least an “A” for 
effort. Even if derivative—take a bow, 
La Rosa—this is the newest note to be 
struck in liquor advertising in yaers. 
Years. Scuse us. We’re reducing. Hic. 

To be real crictial—cractical—well, 
who cares? To be real, this ad looks 
as if it were designed chiefly for the 
feminine market. However, that may 
be good. Number of our friends tell 
us more women drink rum than men. 
Whether or no, Bacardi comes up with 
more reason why, on a lower budget, 
than the Rum Institute has come up 
with in years. 

Reason why excellent way plugging 
a producm—product. Hic. Bacardi 
highball has fewer calories than an 


trying reduce for years. Yaers. Excuse. 


or viewer is not required to perform 
mental work to get the message, and 
where the sales idea is repeated. 

Reward 

Consumer benefit—vs. claim and boast; 

News and information; 

Stereotypes—superlative; stylized writ- 
ing offers little reward. 

Validation 

Simple assertion is a low order of com- 
munication; 

Lots of people are asserting: There is 
no whisky like Old Tree Stump. 

Also people need to be shown, to be 
convinced. They want demonstration, 
proof, or believable testimony by users 
or experts to show that claims are true. 
Mental Work 

People are mentally lazy. Unless there 
is visible or anticipated reward, they 
will not rev up their intellectual motors 
to comprehend. 

Hence the inverse relationship between 
mental work and the flow of ideas. The 
more mental work the smaller the idea 
flow; the less mental work the greater 
the idea flow. 

Indirecticn involves mental work: “Pat- 
rick Henry said, ‘Give me liberty or 
give me death.’ Just as Patrick Henry 
values liberty, so, too, you will enjoy the 
liberty that a policy from The Mutual 
Life Insurance of Kokomo will give you.” 

Double meanings involve mental work: 
“It whispers while it works”; “Would you 
sue your mattress for non-support?” 

Coined words involve mental work—as 
when power steering is called “Hydra- 
guide.” 


® The third great step in the evolution 
of a competent technique of advertising 


evaluation deals with motivation. What 
can you do or say to induce more people 
to buy the product? How do you get people 
to believe in the desirability of allowing 
the law of supply and demand to set 
prices? What should America say to the 
people of other nations to promote the 
cause of freedom? 

Our thinking on the problems of moti- 
vation is still pretty elementary. Why are 
king size cigarets increasing their share 
of the market? Is it advertising? Is it a 
desire for more smoke filter, or a belief 
that king size is a better value? Are sales 
influenced by the feeling that it is stylish 
to smoke the long kind? 

This problem of causality is a very 
practical one because every day you hear 
the statement that this advertising cam- 
paign is good because the sales are up, or 
that one is bad because the sales are down. 
Before we can make deductions of this 
kind it is necessary to assume that every 
other factor affecting the sale is a con- 
stant—price, availability, dealer effici- 
ency, style, flavor, and so on. This is 
manifestly absurd on the face of it. 

By photographing the play-through of 
ideas, we have made a start on solving 
this problem. 


® The next step is to trace the play- 
through of ideas in relation to what people 
do. I will not burden you with the details 
of this step, but we think research tech- 
nology is not too far away from evaluation 
of communication in terms of purchases 
or other end result behavior. 

What will this development do to creat- 
iveness in the communications field? 
Won’t it regiment art and copy people, 
compel them to operate by formula and 


—— 
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Since the first of the year, 50 distinguished names have joined the impressive 
list of advertisers who have used or have scheduled 
space in The American Weekly to catch customers at low cost! 


* Enthusiasm is interest raised to a buying pitch! 
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kill the creative urge? 

No, quite the contrary. This develop- 
ment is destined to free the creative man, 
help him cast off his shackles, put a 
premium on the new and different and 
the unorthodox. In a very real sense it 
will help him to be truly creative. 

We have talked about measuring results 
of communication through advertising. 
This is only one example of what is cur- 


The Eye and Ear Department... 


Looking at an audience participation 
show like “Beat the Clock” (CBS-TV, 
Saturday evenings, 7:30 to 8) is somewhat 
like looking at a picture magazine. What 
you see is neither human nor theatrical, 
neither fact nor fiction. You watch, fas- 
cinated, but after you have watched for 30 
minutes, you wonder why. 
What are you going to tell the man who 
regularly sits beside you on the morning 
train—how will you describe your pre- 
vious evening’s activity? Will you tell him 
you saw a man and wife, on TV, sit on a 
soccer ball and bounce tennis balls to each 
other? Will you say you observed a man, 
blindfolded, wearing a football helmet 
with a needle in the top, attempt to burst 
two balloons that hung above him? Or 
will you exclaim you witnessed a remark- 
able degree of intelligence displayed by 
a woman who, within the space of 20 sec- 
onds, was able to rearrange the scrambled 
words OLD SOUL OLD KING COLE 
MERRY A WAS into “Old King Cole was 
a merry old soul?” 
You wonder what prompted these peo- 
ple to allow themselves to be made to 
look ridiculous before the TV camera— 
and several millions of viewers. Prizes 
probably. Two hundred dollar TV sets. 
Three hundred dollar automatic washers. 
Forty dollar radios. The chance to perform 
for friends who may be looking in. The 
satisfaction of having been “on TV’— 
if only once. And as you wonder, a sec- 
ond wonder dissolves the first. You won- 
der what prompted you to look in the 
first place—and what prompts you to 
continue looking. What jackpot do you 
stand the remotest chance of winning? 
You watch Wally Cox in “Mr. Peepers” 
and you find yourself with a new feeling 
of sympathy for your fellow human being. 
You listen to Charles Laughton and you 
find yourself with a new respect for the 
spoken word. You spend an hour and a 


rently going on. At Harvard, Columbia, 
Princeton, University of Michigan, Uni- 
versity of Chicago and other universities 
and in private commercial undertakings, 
extensive research is under way on prob- 
lems of communication. We are learning 
very rapidly, and this knowledge of how 
to communicate with the other fellow 
will more and more, I am sure, serve the 
highest purposes of our democracy. 


In One Eye-Out the Other 


STUNTMASTER—Bud Collyer, host of CBS- 
TV’s “Beat the Clock.” 


half with Sid Caesar and Imogene Coca 
and you feel the remarkable relief of 
genuine laughter. But once you have seen 
a show like “Beat the Clock,” you have 
not only seen it for all time—since it will 
never change, but you have the feeling 
you have spent 30 precious minutes to find 
this out. 


Somehow this feeling interferes with 
the impact of the commercials. You re- 
member the name Sylvania, but you have 
been given so little you wish to remember 
in the show itself that you remember 
nothing about Sylvania. You have been 
conditioned to look idly, to listen without 
absorbing. There is nothing to absorb. A 
show like this, by its very fascination, 
may build a sizable audience. But does it 
create the kind of rapt attention, of eager 
open-mindedness, of respect and admira- 
tion that an advertiser might wish to have 
created for the few minutes of commer- 
cial time afforded him? 

This reviewer wonders. 


Mail Order and Direct Mail Clinic. .. 


Check These Tested Hints 
for Direct Mail Effectiveness 


By Whitt Northmore Schultz 

How much strength does your direct 
mail have? 

Could it sell high priced products? 
Could it move heavy equipment? Could 
it do so economically? 

Dalton Fox, sales promotion manager, 
James & Roach, Detroit heating equip- 
ment and air conditioning distributor, re- 
cently passed along some tested direct 
mail hints. His use of these ideas won him 
the coveted Best of Industry Award. 

Mr. Fox’s recommendations on how to 
make your direct mail have more strength 
make a great deal of mail order “sale-, 
sense” to me. Here are his solid “hints”: 

1. Know your objective. Develop live 
prospects with low pressure but consistent 
promotions. 

2. Don’t skimp on mailing lists. First 
rate lists are always best. Maintain good 
names, constantly eliminating “dead 
woed” names. 

3. Stress quality throughout. Your di- 
rect mail “package” should reflect the 


best—with fine paper, printing, copy, lay- 
out, etc. 

4. Low price and high quality go to- 
gether—sometimes. Less expensive en- 
velopes, for example, Mr. Fox explains, 
sometimes stand up in the mails better 
than the more expensive ones. The ob- 
ject is to get your direct mail pieces to 
their destination in a neat condition, thus 
perfectly readable. 

5. Use third class mail. It’s just as effec- 
tive as first class, Mr. Fox says, and, be- 
sides, no one really knows when you use a 
postage meter anyhow. 

6. Skip fill-in salutations. Use effective 
and compelling headlines instead. Filled- 
in salutations are usually detectable and 
they really don’t fool anyone. 

7. Make your mailings attractive. Pay 
particular attention to reply cards— 
they’re usually the last visual contact the 
prospect has with you while he awaits his 
reply. 

8. Use Color. Use it liberally—bu with 
discretion. 


9. Strive for variety. Maintain a “fam- 
ily resemblance” in your direct mail so 
the cumulative impact mounts—but while 
doing so, vary your letterheads, colors, 
layouts, copy, etc., thus eliminating same- 
ness. 

10. Watch your timing. Avoid weekends 
and first days of the month when mails 
are flooded and bills are received. 

11. Don’t try to do it all yourself. Use 
experts in the parts of your direct mail 
pieces you’re not trained to handle—like 
perhaps, production, or copy, or layout, 
ete. 

12. Keep customers on your prospect 


Tips for the Production Man... 


ROS I AMIR 
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list. They may be ripe for repeat sales, or 
they may pass along your material to 
friends. But, cautions Mr. Fox, if a cus- 
tomer requests that his name be removed 
from your list, do so at once. .« 

13. Be prepared to deliver. Live up to 
your promises and your guarantees. 


s Remember, he concludes, you don’t help 
yourself by sending top flight mailings to 
a poor list, or by mailing second rate ma- 
terial to a blue ribbon list. 

Save these hints. Put them into effect 
and your direct mail will have more 
strength. 


More About Research in Typography 


By Kenneth B. Butler 

I have written before in this column 
about a few of the projects in pure re- 
search in typography that are taking 
place in the graphic arts. There is too 
little of it, it seems to me, because most 
everything in advertising has to be done 
with a bread and butter objective in 
mind. 

Some interesting work in this field is 
being done by the Mead Corp., paper 
manufacturer, in its publication “Better 
Impressions.” Here the artist and typo- 
grapher are invited to go on an ex- 
perimental spree. Not everything they 
come up with is the sort of thing we 
would like to emulate, but their imagina- 
tive approach does produce some tech- 
niques that are bound to add to the sum 
total of typographic and layout skill. 

Mead’s publication has the advantage 
of utilizing various types of printing and 
papers (offset, enamel, eggshell, text, 
etc.) and also varied printing processes. 

A recent issue was done entirely in 
black and white. They confessed it was 
partly printed in two colors but quickly 
added that they wanted no quibbling 
about whether black, gray and white are 
colors. Design and typography of this is- 
sue was by Ed Colker. 

Interesting even if not always success- 
ful were the experiments with printers’ 


rules and ornaments, a field sadly neg- 
lected these last 40 years. Headline place- 
ment and handling is a gem. Integration 
of illustrations and headlines also sug- 
gests some fresh new treatments. 

There is so much objective research in 
chemistry, in medicine, and in mechanical 
fields that it is a pity that there is not the 
means of doing more of it in the physical 
presentation of the printed message. Not 
that the graphic arts field is lagging, for 
it is doing well indeed right out where 
everybody can see it. 


s Paper houses and type founders seem 
to be the chief proponents of experimenfa- 
tion. Printing houses and national maga- 
zines also contribute much to typographic 
literature. 

One deterrent to pure research in typog- 
raphy may be the lack of patentable privi- 
leges. WHAT is written may be fully 
copyrighted, but the way a message is 
presented is as free as the air. Thus there 
is no marketable incentive for a big user 
of the printed message to appropriate in 
a given year, say a half million dollars. . . 
and to give his researchers a nice labora- 
tory to work in. . .a laboratory replete with 
engraving shop, composition facilities, a 
press, and lots of big wastebaskets to 
hold the experiments that turned out to 
be flops. 
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By Clyde Bedell 

With banks and financial institutions 
falling all over themselves to waste 
money in white space, hats off to New 
York’s Industrial Bank of Commerce! 

Here is a bank with a service to offer 
—and they mince no words, go cround 
no barns, attempt no coy approaches— 
to get it across. 

Forthright, clear, direct. 

No secrets withheld. 

The whole ad is worth reading to any 
prospect for this service. There are no 
extra words—no fat—no soap—no fur 
in the ad. 


Cut out a word and you impair the 
story. 
All essential details are here. 
I have no idea who prepared this ad. 
But—my respects! 
% * * 


And the “For Rent” ad tells its story 
clearly too—in Billings, Mont. Would 
have been better, I think, if something 
in the pic could have given scale to the 
coins so you would know they are sil- 
ver dollars, not pennies. A small ad 
elsewhere in the paper said they were 
dollars—3,500 of them. ¢ 
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Station Representatives Assn. Appeals 
to 1,400 Stations for Spot AM Fund Drive 


New York, March 3—The Sta- 
tion Representatives Assn. has ap- 
pealed to about 1,400 radio sta- 
tions to help finance an intensi- 
fied campaign to sell national spot 
radio. 

John Blair, president of the as- 
sociation and the representative 
company which bears his name, 
today mailed a letter to stations 
which have representatives in- 
viting them to join in a drive to 
step up the promotion of spot ra- 
dio. 

“For the past five years the 
Station Representatives Assn. has 
done everything it could to ad- 
vance the cause of national spot 
radio. We have issued two spot ra- 
dio estimators to simplify the time- 
buyer’s task. We have made many 
presentations to major national ad- 
vertisers. We have held dozens of 
spot radio clinics, bringing the ad- 
vantages of spot to key advertiser 
and agency people. We have waged 
a vigorous battle against network 
encroachments in the spot field,” 
he wrote. 


s “But we don’t feel we have done 
enough. While practically all the 
major representatives are mem- 
bers of the association, there are 
only 14 of us, and as a result we 
have been unable to build as large 
a ‘war chest’ as we would like in 
order to accomplish what both we 
and you feel we should accom- 
plish in the interest of our indus- 
try. This is true in spite of the fact 
that some of our members individ- 
ually contribute nearly $10,000 an- 
nually to the association,” he con- 
tinued. 

The letter suggested that stations 
contribute one-half of their one- 
time, one-minute daytime an- 
nouncement rate per month. For 
the average station, this would 
run around $48 a year. 


# Mr. Blair said the association 
hopes to build its budget up to 
about $100,000 a year. If the funds 
are forthcoming, one of the first 
moves will be the appointment of 
a “top-flight radio salesman who 
will devote all his time to selling 
spot radio to advertisers,’ with 
other salesmen to be added later. 

The staff of T. F. Flanagan, 
SRA’s managing director, will be 
augmented by the addition of a re- 
search and statistical assistant. His 


‘ 


job will be to prepare presenta- 
tions, industry by industry, to show 
what spot AM has to offer. This 
data will be used by SRA’s sales- 
man as he makes the rounds. The 
association already has put to- 
gether its sales story on such prod- 
ucts as watches, cigarets and beer; 
the next fields to be covered are 
the food and drug industries. A 
researcher also can answer the 
tlood of queries about the medium 
which come into the office daily 


a The association also proposes to 
extend its clinics—at which mem- 
bers exchange ideas with key ad- 
vertisers—to other cities. These 
sessions are held regularly in New 
York, and a few have been staged 
in Chicago. 

Anticipating the question of 
whether SRA’s promotion would 
conflict with the ‘sell radio” pro- 
gram of the Broadcast Advertis- 
ing Bureau, Mr. Blair wrote: “BAB 
—to which, incidentally, many of 
our members subscribe—is limited 
by the nature of its membership 
and cannot sell spot radio as such. 

“There may be some overlap in 
what BAB is doing and what we 
propose to do. We see no fault in 


this since the more sales effort) 
that is devoted to radio, the more 
sales we are going to make. 
But BAB, by its very nature, 
is unable to refine its activities 
specifically to the promotion of 
spot although we will make effec- 
tive use of the research provided 
by it.” 


® Broadcast Advertising Bureau, 
which maintains a policy of strict 
impartiality between spot and net- 
work radio, had this to say about 
the representatives’ project 
through its president, William Ry- 
an: 

“We are in favor of any effort 
which will produce an increase 
in the number of national adver- 
tisers using radio and the amount 
of dollars invested in national spot 
and network advertising... 

“During the past year BAB has 
been steadily increasing its per- 
sonal calls and sales presentations 
to national advertisers and agen- 
cies until we are now making well 
over 100 presentations per month. 
Most of these presentations, be- 
cause of the distribution pattern of 
the advertiser and other factors, 


enone 
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SHARP REPRODUCTIONS 


from your mats - CONGRESS 


mats give better reproduction because only deep, sharp, 
clean, hand-finished Congress electrotypes — made directly 
from your original — are used for your mat patterns. 


CONGRESS ELECTROTYPE CO. 


1326 East Congress Street * Woodward 3-3974 
CHICAGO * 919 North Michigan Avenue * Superior 7-8056 
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will develop revenue for spot ra- 
dio. 

“After the 1953-54 budget is ap- | 
proved next month we expect to) 
triple our sales presentations to na- 
tional advertisers and agencies by 
the addition of two saiesmen in 
the New York office to supplement 
the four BAB executives who now 
are working full time or part time 


Agencies! These Free Facts Will 
Help You Win NEW ACCOUNTS 


free 24-page book, sent postpaid 
to interested account executives 
who write for it on their 
agency's letterhead. Written by 


Modern Direct Selling’s seven- 
billion-dollar volume has put 
scores of companies in need of 
advertising agency help in han- 


” dling expanded promotional ac- an expert, it clearly details 
ing... 

—e tivities. Naturally they seek a s A maggie modern 

: informed assistance with their irect ing companies, is 

Gross Joins Guild Films specialized problems, but de- sent with full information con- 


Arthur Gross has joined Guild 
Films Inc., New York, as manager 
of the advertising and publicity 
department. He formerly was with 
Smallen-Rose Advertising and 
Skouras Theaters Corp. 


Greylock Gets TV Permit 

Greylock Broadcasting Co., 
Hartford, has been given permis- 
sion to operate a television station 
on Channel 74 in Hartford. 


cerning way to get no-cost aid 
in servicing accounts in this 
booming field. For prompt re- 
sponse address request to: 


clare too few agencies qualified. 
Yet fundamentals of. modern 
Direct Selling are simple to 
grasp and fully explained in a 


SPECIALTY SALESMAN MAGAZINE 


Room 312-N, 307 N. Michigan Ave., 
Chicago 1, lll. 


HOW & i < IS THE RICH HAWAII MARKET? 


@ Hawaii has close to a half-million (499,794*) population—more people than live in Seattle 
or in Kansas City. 


Hawaii's people live on the six islands in the Hawaiian Island group — all of them located 
less than an hour by air from Honolulu. They buy at their neighborhood retail stores 
which are served by wholesalers and distributors located in Honolulu, where 93% of 
Hawaii's wholesale business is transacted. 


wow RICH IS THE wi HAWAII MARKET? 


@ RETAIL SALES ($480 Milliont) are greater than in Toledo or San Antonio. 
@ FOOD STORE SALES ($155 Milliont) exceed those in Oakland or Newark. 
@ DRUG STORE SALES ($14 Milliont) are more than in Portland or Jacksonville. 


@ GENERAL MERCHANDISE ($67 Milliont) and APPAREL STORE SALES ($30 Milliont) top 
the figures for San Diego or Birmingham, Albany or Grand Rapids. 


@ HOME FURNISHINGS, RADIO, ETC. ($27 Milliont) are in excess of those in Sacramento. 


@ AUTOMOTIVE ($69 Milliont) and FILLING STATION SALES ($21 Milliont) best the record 
of Akron or Fort Worth, New Orleans or Memphis. 


When you advertise in The Honolulu Star-Bulletin, your message reaches 
62.9%, or well over 3 out of 5 homes in the entire BIG, RICH, Hawaii 


market, and 84.3%, or considerably more than... 


4 out of 5 Homes in Honolulu ' 


Gionnlulu Star-Bulletin 


Key to the Treasure Islands 


Represented Nationally by 


| O'MARA & ORMSBEE 
NEW YORK 
DETROIT 
CHICAGO 
SAN FRANCISCO 
LOS ANGELES 


SFr eS. 


*1950 Census 
TSRDS’s Consumer Markets 
tClark Standard Circulation -Duplication Study 
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Packard Export Distributors 
to Get AA Dealer Story 

To the Editor: In the Feb. 16 is- 
sue of ADVERTISING AGE you pub- 
lished a very interesting story 
about a new Packard dealer in 
Indiana, on Page 6. 

I want to send copies of this ar- 
ticle to our export distributors 
who are located all around the 
world, except the U. S. and Can- 
ada. 

I want your permission to send 
copies to the distributors and also 
permission for them to have the 
article reprinted in their local 
press. 

JOHN ASHCRAFT, 
Advertising Manager, Export 
Division, Packard Motor Car 
Co., New York. 


e « 

Calkins & Holden Story 

To the Editor: Net that it mat- 
ters much, but just to keep the rec- 
ord straight—I think there was a 
slight inaccuracy in the article 
about Calkins & Holden et al. I 
don’t have it handy, but it said 


ROSKAM 


For LISTS, DIRECT MAIL, MAIL ORDER ADS 
—_ bre Selling oor 5 alty a planning. ereat- 

» purchasing an reeting cam ! Cut costs, 
increase pull, avoid mistakes & hosdashent 


WRITE OR WIRE TODAY! 


©. MH. ROSKAM ADV., 1430 Grand, Kansas City 6, Me. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


something like this: “C&H was the 
first agency to have copy and art 
departments.” 

Calkins himself was copy chief 
of the old Charles Austin Bates 
agency (where Ralph Holden was 
new business man). George Eth- 
ridge was art director. I believe 
these were the first full-time cre- 
ative departments in agencies. 

The way I heard how C&H be- 
gan, Holden was working on a 
prospect and took Calkins to lunch 
with him. After each had made his 
pitch, the prospect said, “Let me 
get this straight. You, Holden, sell 
the agency to advertisers?” “Yes.” 
“And you, Calkins, would make the 
advertising for me?” “Yes.” 

“Well, what do you need Charles 
Austin Bates for?” So they opened 
an agency and lived happily ever 
after. (I don’t think Duane Jones 
was born yet.) 

Bennett Bates, 
Vice-President, Dowd, Red- 
field & Johnstone Inc., New 
York. 


"Beseiged’ by Friends for 
Copies of Postal Study 

To the Editor: Thank you for 
filling my initial request for six 
copies of the reprint of Stanley E. 
Cohen’s articles on the postal serv- 
ice. I had done so much talking 
about Mr. Cohen’s survey as it ap- 


peared weekly in ApVERTISING AGE 


372,946 DANY ° 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


r-D 
- THE LOUISVILLE TIMES 


Owners end operators of Redio Stetion WHAS and Television Station WHAS-TV 


301,686 SUMDAY 


that I was beseiged by friends for 
copies until finally I had none left 
for my own use. Even post office 
inspectors—the know-it-all—are 
after me for copies. 

Can you send me six additional 
copies of the reprint? I am en- 
closing a money order for $1.80. 


Francis J. KIERNAN, 
Assistant Postmaster, Glen 
Ridge, N. J. 


DMAA Membership to Get 
Postal Study Reprints 

To the Editor: As you can cer- 
tainly appreciate, your articles on 
the Post Office by Stanley E. 
Cohen are right down our alley. 

I would like very much to offer 
reprints of these articles to the 
DMAA membership in our “News- 
letter.” We have a membership 
of approximately 2,000 direct mail 
users and producers and I can as- 
sure you that they’re vitally inter- 
ested in postal affairs. 

I realize the quantity of reprints 
available may be limited and so I'd 
appreciate very much your letting | 
me know the number we could ob- | 
tain for distribution to our mem-| 
bers. 

Congratulations to Stanley Cohen | 
and ApveERTISING AcE, for doing a| 
real reporting job on a messy situ-| 


ation. 
JoHN K. Lorp, 
Assistant Managing Director, 


Direct Mail Advertising Assn., | 
New York. 


° } | 
Postal Reprints Available | 
To the Editor: I should like to. 


put in a plug for your very ex- 
cellent Post Office series. As it is. 
one of America’s biggest “busi- 
nesses,” I feel that you would be 
doing a wonderful service to make 
reprints of the finished series 
available for distribution to those | 
unlucky ones who are without a 
subscription to your very fine pub- | 
lication. 
Lee E. OLIver, 
Advertising Manager, Whittier 
Star Reporter, Whittier, Cal. 


Reprints of the five articles in 
the postal study are available at 
30¢ a copy from ApvertTistnc AGE, 
200 FE. Illinois St., Chicago 11. 


Thinks Agency Hallmarks 
Would ‘Open the Gates’ 

To the Editor: The controversy 
that’s been burning up the pages 
of ADVERTISING AGE on the subject 
of advertising hallmarks is an in- 
teresting one. 

Of course, being an advertising 
agency man, I would like to see 
agencies given all publicity which 
would help them achieve greater 
stature—provided it’s not at the 
expense of something more pre- 
cious. 

Here’s a question I haven’t seen 
discussed in the many letters 
you’ve run. Why do we pick on 
the advertising agency for a hall- 
mark? How about the engraver 
who made the plates? Or the lino- 
typist who set the type? Or the re- 
search house that tested the copy? 
Or the art studio that did the fin- 
ished art work? Or a few dozen 
other types of houses that worked 
on the ad and made it the better 
for their work? 

Once you open the gates to those 
kinds of signatures—any of which 
would get in the way, anyway, and 
detract from the basic purpose of 
the ad—it seems to me you’ve got 
to let in the others. Before long, 
you'll have more space devoted to 
hallmarks than to selling the cli- 
ent’s merchandise. 

Perhaps we'd best all keep firm- 


ly in mind the true purpose of the 


ad. It’s to sell the client’s mer- 


chandise, not that of the people 


who prepared the ad. Let’s con- 
centrate on doing more of the for- 
mer, and the latter will be a most 
happy by-product! 
Dr. E. L. DecKINGER, 
Vice-President, The Biow Co., 
New York. 


Cigaret Commercials Revise 
Mother Goose Rhyme 


To the Editor: To dispel doubt 
in the minds of the few who ques- 
tion the power of repetition in ad- 
vertising, I recite this as it oc- 
curred: 

My boy, age five, is fascinated 
by TV commercials and particu- 
larly, of late, by cigaret advertis- 
ing featuring the new length. So 
last night when I got home he 
said, “Mom taught me a new nurs- 
ery rhyme today. Lissen.” 

This is the way it came out (and 
Mom didn’t teach it this way): 

Humpty Dumpty sat on the 

wall 

Humpty Dumpty had a great 

fall 

All the king-size horses 

And all the king-size men— 

etc. etc. 

Sip LANDFIELD, 
Batavia, III. 
- # = 


Answers ‘Half the Income’ 
Problem tor Copy Cub 

To the Editor: In the Feb. 2 is- 
sue of ADVERTISING AGE, your 
“Rough Proofs” man is concerned 
about how retired executives can 
maintain their happiness and 
standard of living on only “half 
the income.” 

Any good life insurance man 
who understands estate planning 
will be glad to show the execs how 
to provide the missing half. Before 
they retire, of course. 

Kari C. BApasH, 

Special Agent, Jamaica, N. Y. 

e we e 


Italian Line Seld Him 

To the Editor: Provocative opin- 
ion regarding Andrea Doria adver- 
tising as presented in your Creative 
Man’s Corner and by Bruce Bald- 
win. Leo Burnett (Feb. 9 issue) 
is good instruction—good copy. 
Some travelers might want to 
know “who laid her keel’ but to 
base a sales approach on it would 
be akin to selling women wool be- 
cause it outwears more fashion- 
able undies’ material. 

Last year we rode the keels of 
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'the Queen Elizabeth and the Queen 


Mary but didn’t really know they 
had bottoms. We do recall the com- 
fortable libraries, lounges and 
decks and an appetite has been 
whetted for a ride on the Andrea 
Doria, regardless of her ill-adver- 
tised shapely firm bottom. “She” 
at home was sold too. 
L. F. McCartny, 
President, L. F. McCarthy & 
Co., Cincinnati. . 


. * e 
Wants Cuban Advertisers 
to Have AA Translations 

To the Editor: As a subscriber to 
ADVERTISING AGE, I have frequently 
thought, upon reading the many 
useful and interesting articles you 
publish, what would be the pro- 
cedure to follow in order to be 
able to translate some of them into 
Spanish, thereby making them ac- 
cessible and understandable to the 
Cuban people working in the ad- 
vertising business. 

My having been recently elected 
president of the National Assn. of 
Professional Publicity Men, has 
given added strength to the idea of 
publishing the articles in refer- 
ence in the association’s house or- 
gan, and I would most sincerely 
appreciate any information you 
may give me as to how to obtain 
the authorization to carry out this 
purpose. 

CarLos M. Ruiz, 

Soria, Ruiz y Cia., La Habana, 

Cuba. 

= e es 


Applause for Bedell 

To the Editor: Clap-clap and a 
“bravo” for Clyde Bedell (AA, 
Feb. 16) in his effective reply to 
Dale Nichols’ (with whom 1 often 
disagree) pronouncements. rs 

May “Looking at the Retail Ads” 
continue in the same vein— it’s re- 
freshing. 

H. E. ANDERSON, 
Illustrator, Evanston, Ill. 


Attributes ‘Real Importance’ 
to AA Agency Issue 
To the Editor: Every time I see 
the annual billings issue, I’m for- 
cibly reminded of the immense 
amount of work and talent that 
goes not only into this issue, but 
into every one of ADVERTISING AGE. 
Congratulations on an accom- 
plishment of real importance. 
HAt Davis, 
Kenyon & Eckhardt Inc., New 
York. 


ALL 


Yep, Green Bay's “all wrapped up” into a neat profits 
package . . . nearly 265 MILLION DOLLARS in wholesale- 
retail sales last year . . . and YOU can get into it, easy-as- 


piel 


The GREEN BAY PRESS-GAZETTE blankets Wisconsin’s 


3rd largest market . . . goes into 100% of City Zone homes, 
95% of those in the Metropolitan Trading Area. This is the 
way to reach — and sell — these folks who spend! 


Grocery Store Panel Audit for Brand Tests, plus full mer- 


chandising assistance are ready to help wrap you 
portion of Green Bay Sales! Write, wire or 


nice, juicy 


up a 


phone Phil McClosky, Manager, General Advertising — 


GREEN BAY PRESS-GAZETTE 
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Department Store Sales... 


WasHINGTON, March 3—U. S. de- 
partment store sales were 2% high- 
er for the week ended Feb. 21 than 
for the corresponding week of 1952 
—the sixth consecutive weekly 
gain reported by the Federal Re- 
serve Board. 

This was in spite of the Wash- 
ington’s birthday holiday not being 
included in the current period, as 
it had been in 1952. Though a few 
department stores are closed on 
Washington’s birthday, in general 
the holiday is a sales booster, with 
mothers and school children out in 
force around the big stores. 

For a similar reason, the fact 
that Lincoln’s birthday was in- 


‘DEPARTMENT STORE 


~ SALES INDEX. 


1947-49 equals 100 


Week to Feb. 21, ’53*..p85 
Week to Feb. 23, °52*....83 
Week to Feb. 14, ’53*....92 
Week to Feb. 16, ’52*....89 
Week to Feb. 7, ’53*....88 
Week to Feb. 9, ’52*....87 


*Not seasonally adjusted. 
pPreliminary. 


cluded in the week ended Feb. 14, 


1953, may help explain a 7% de-| 
cline between the Feb. 14 and Feb. | 


21 weeks. 

For the eight weeks reported so 
far in 1953, the big retailers show 
about a 2% increase over a year 
ago. The biggest gains continue to 
be shown in the Atlanta, Dallas 
and San Francisco districts, while 
the only substantial decline is in 
the New York district. 

New York City sales showed an 
impressive recovery for the Feb. 
21 week—11% higher than a year 
before. Substantial gains were also 
recorded in the Boston and San 
Francisco-Oakland areas. 


% Change from ’52 


Week Ended 
Federal Reserve Feb. Feb. Feb. 
District, Area, and City 7 14 21 
UNITED STATES ................ 1 3 2 
Boston District ...................... —6 4 18 
Metropolitan Areas 
TY MMIII. aanaccoccsinsnciveiniy —38 7 13 
Lowell-Lawrence ............ —22 42 36 
Cities 
Downtown Boston .......... —3 3 18 
Springfield ........ .— 6 —!1 19 
IID nnesssnsspssivccivocsen —7 5 4 
New York District ........—7 —10 8 
Metropolitan Areas 
INT Salccccsscedeesvendensiabiadeste r0O —5 
Rochester _ r3 —16 
Syracuse 1 22 
Cities 
eee —ll —14 11 
| ESTs ra 1 1 11 
Philadelphia District ........ ad ri -6 
py ll es r—l r3. —1l1 
Cleveland District ............ 6 4 —! 
Metropolitan Areas 
EN cnendbtstutiteseieint <xcesties eS 3 4 
er 11 --2 
GID disdasesxeecnecvesettesne eT 1 2 
SS 9 —7 
I deettshatashaiescnntaianes anion. ae 9 1 
Cities 
Cleveland ‘ 9 —3 —2 
Pittsburgh 3 3 —1 
Richmond District .............. — 7 - —) 
Metropolitan Areas 
, |, eee —10 
Baltimore ......... anf 
Atlanta District 0 
Metropolitan Areas 
pO a en : 15 0 
Jacksonville 2 3 —4 
Miami ....... » ww 19 ° 
Atlanta ..... seipasiat 1 r —l 
BIE. sunicaihtiinnctnensnndnaninniis —1l 27 —I1 
oe ere 6 5 —12 
Nashville ....... 20 13 14 
Chicago District . 1 3 1 
Metropolitan Areas 
REE éacncinstnanpaisictevenen —5 —2 —5 
Indianapolis .............. ed 2 10 5 
Detroit sunt 13 10 12 
SO ee —5 1 1 
St. Louis District .... 5 =«6rld 0 
Metropolitan Areas 
Little Rock .. ‘ 7 9 —2 
Louisville .. 1 4 11 
St. Louis ......... 4 11 —3 
Memphis ........ . 6 10 0 
Minneapolis District . 4 r —15 
Metropolitan Areas 
Minneapolis-St. Paul .... —6 1 —16 
Minneapolis City .........—6 —l —18 
en ef Ae. —5 6 —4 
Cities 
Duluth-Superior _............ —11 ré —2 
Kansas City District .......... ro ro 0 
Metropolitan Areas 
Denver 14 6 —5 
Topeka —5 11 ad 
Wichita 10 13 —13 
St. Joseph .......... — unl 
Oklahoma City” ' 3 1 3 
Tulsa sore 10 2 —JZ 
City 
Kansas City 8 14 3 


Sales Stay Ahead, Without Holiday 


rector at WFMC, Goldsboro, N. C.., 
has been promoted to station man- 
ager. He succeeds William R. Mur- 
ray, who has joined WSAZ, Hunt- 
|ington, W. Va. 


Dallas District ................. 10 6 —Il 
Meteneliten Areas will be ay acd on the been v.p. of the Automatic sales|and other home cleaning chemi- 
a vyoretessonousstetaavorsccnieneess 9 5 “ schedule are Fie Stream, Good organization in Detroit. cals, to handle its public relations. 
a Pees —.- - 2 7 ; Housekeeping, Hunting & Fishing, 
lh gala “ee s 19 Outdoor Life, Parents’ Magazine 
San Antonio .. me 2 —1 \and True. Dealer aids will inciude 
eee District . 2 q 12 newspaper ad mats, counter and Pe oa eae eile: cae Be elias a a 
ete oo Ahead : 3 4 display posters, window display | 
Downtown Los material and direct mail pieces. 
woe sfc termees —2 3 1 haps is a direct advertiser. | 4 The QUAD. CITIES are so closely 
‘PETERS 0 a 
gan Diego ~8 <3 18\Bucid Reed t Brand integrated that the U.S. Census 
a Sasuees Cae 3 ee 23 | Euclid Road Machinery Co : ; 
Oakland City ® “3 21|Cleveland manufacturer of heavy considers them as ONE metropolitan 
Salt Lake City 4 20 34/earth moving equipment, has ap- *ir: 
Po > % ‘pointed Richard T. Brandt Inc.| area of nearly 1/4 million people. 
POINT aenacseesepeeeeessen 10 13 12 Cleveland, to handle its adver- 
r—Revised. tising. William L. Coy, formerly 
*Data not available. with Louisville and Cleveland 
agencies, has been named Brandt 
Carter Named WFMC Manager production manager. 
Charles S. Carter, program di- 


‘burgh agency, has moved to new 
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Bristo] Pushes Sneakers 


Bristol Mfg. Corp., Bristol, 
has increased its sprin; 
ing schedule for its Foo! 
sneakers. Newspapers, 
/lications, television and 


Promotes Edward W. Addis —= Wolcott Co. Names MacColl 


R. I... Automatic Transportation Co.,| Margaret K. MacColl, Public Re- 
advertis- Chicago, has promoted Edward W. lations Service, Philadelphia, has 
- Positiamer Addis to automotive sales man- been appointed by Wolcott Co., 
rade pub- ager, a new post. Mr. Addis, who Hartford manufacturer of Easy- 
magazines will be stationed in Chicago, has|Off oven cleaner, Chrome Kleen, 


English & Associates Moves 


Lee English & Assoc iates, Pitts- TELCO BUILDING, ROCK ISLAND, ILLINOIS 
quarters at suites 202-205, McGart- Represented by AveryKnodel, Inc. 


land Bldg. 
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Robert M. Veemster, Chairman of Exec. Comm., Dow-Jones & Co., I Inc. 


““You can’t sit on the news!”’ 


In 1940, The Wall Street Journal cir- 
culation was 29,000. Today it’s 255,000 


—and still climbing! 


"Like any news,” 
Robert M. Feemster, 


“We set out to make The Wall Street 
Journal the truly national business daily 
—one that would reach executive desks 
all over the country on the same morn- 
ing. We first decentralized our printing 
plants—publishing in New York, San 
and Dallas. But we 
still couldn't deliver fresh news from 


Francisco, Chicago 


said Chairman 
“news of business 
is worthless unless it's fresh! 


ing circulation or sales, look into Air 
Express rates and benefits.” 


these points without the fastest, most 
reliable shipping service. 

“That's why we called in Air Express. 

“Now, 6500 pounds of Wall Street 
Journals go Air Express daily. Only 
hours later they're in a score of other 
major cities. And on practically every 
shipment, Air Express rates are the 
lowest in the field 

“We knew we could build circula- 
tion. We knew we had the news and . 
features vital to American business. Our y 


problem is to deliver the papers! Atr GETS THERE FIRST ee 


iy y P < : , , ‘i se . . 
Express helps solve it! If you're build- Division of Railway Express Agency 
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papers measured by FPR are listed in order of their expenditures. | 
Total dollar volume for the year was $52,683,292, compared with $45,- 


985,886 in 1951. FPR reports that total dollar volume has increased 
every year since 1939, when it was $15,504,154, with the exception of 
1942, when a loss of $260,000 was reported, and 1949, when a loss of 
$1,000,000 was reported. Greatest increase came in 1947, when a gain 


of $7,000,000 was reported. 


General Motors Corp. o..cccccccceeee $1,699,323 , 
General Foods Corp. ...c:cccccccseeseeee 826,530 | 
International Harvester Co. ........ 763,834 | 
Procter & Gamble Co. 0.0.00: 645,154 
Goodyear Tire & Rubber Co. ........ 619,056 
American Cyanamid Co. 

(Lederle Laboratories div.) ........ 605,761 
Harry Ferguson Inc. ............... 583,819 
Fy BARI ih ratcscrcicsccscsccvess 533,876 
Ralston Purina Co. ...ccccccccccccsceseeee 530,145 
Allis Chalmers Mfg. Co. .......c.00006 495,022 
Minneapolis Moline Co. ................ 467,790 
GRR, PURO By Ce. iseccsacsccccsserccovs 454,286 
General Electric Co. .....cccccccsseeseree 449,846 
SEY SE sinrecescinsssse oresnseensonis 433,713 
Western Auto Supply ........0:ccc00 422,560 
Ne. GIy csc se ndetssrcrescosconcsics 418,291 
Dearborn Motors Corp. 2.0.00... 408,335 
R. J. Reynolds Tobacco Co. ............ 407,010 
Firestone Tire & Rubber Co. ........ 402,578 
COPEEE COU. sesivsinssscssnesisssosiesiees 392,643 
GIO COGS scihdcitncisiiaincersestccvcivesis 392,310 
Studebaker Corp. o.cccccccccccccseeeee 389,123 
Se Te GRO: GO asiocsnaniivnetasassecssisczees 369,226 
Champion Spark Plug Co. ............ 341,390 
Ghaniets & Ge, sidincstststesisdevcdsnetassscres 325,779 
Standard Oil Co. (indiana) .......... 313,741 
a Bi OMNI GO: sdicianscivnesvaplaorcaricnsss 308,931 
COO COR GG cossoccrsscsccresssscoeccceses 300,094 
Delaval Separator Co. ........000 293,136 


American Telephone & Telegraph 


California Fruit Growers 
BIND sevcikccasctarasedinsAiscicscessees 
Aluminum Co. of Americe ............ 
Mid-Continent Petroleum Corp. .... 
Swiss Federation of Watch 
TNO  spettatipnnstntitas scineoisirtocnioas 
Super Separator Co. .........:cccccsceeee 
Great Lakes Steel Corp. .............. 
Borg-Warner Corp. ......:ccccccccesereeeee 
REE SUE GID cchdivranssonsecssossovesesoness 
Brillion Irom Works .......0ccccccccccsceeee 
E. R. Squibb & Sons ........... 
Rie PNY Ms ccisaisecastenkaniaanh eosccieese 
IE UN siesesesasonnsnsbediortecaicasees 
BE BE ING sesicicnassvarechsceakocteete 
SINT SEMIN -dccsedsbisrtancéiiisencossenne 
SIND GUNG. ' scinisiadsshipeineentevetossaaes 
National Cotton Council .......... 
California Spray-Chemical Corp. .. 
National Biscuit Co. oo... 
Nash-Kelvinator Corp. 0.00.00... 
PEIOINE GBs ctscicicssocsscnovcccescesosessscees 
Greyhound Corp. wocccccccsccscecceseees 
Clorox Chemical Co. «0.0... 
PO TID GOI cacikaciesnesscsccsrsesass 
American Petroleum Institute ...... 
Siegler Enamel Range Co. .......... 
International Milling Co. ............ 
Be ITD CB). cacssiccitersisivcsercoces 
Bs Bis PRIBO BGO. sscccccccsccoisveesecers 
Virginia Carolina Chemical 
COI. severssassocerocersererasessonseossnesenes 
Olin Industries Inc. ........ccccceee 
Mathieson Chemical Corp. .......... 
Noxzema Chemical Co. ................ 
POPU MB MIU - cseesssacaicansssaivossicesens 
Norwich Pharmacal Co. .............. 
Bituminous Coal Institute .............. 
Comfort Equipment Co. .............. 
Congoleum-Nairn Inc. oc. 
Tide Water Associated Oil Co. .... 
PONT Fe Ge scccsctccccoscsccsssenss 
Western Electric Co. ..cccccecceeee 
Shell Chemical Co. .......ccscesrereeee 
Spencer Chemical Co. .................. 
Sheffield Steel Corp. ............0000 
Northrup King & Co... 
Allied Chemical & Dye Corp. 
SEE CUD sesbsnsbitabessonenitentens 
RE II PONS, crctcesovicosecszccenieses 
SE METINTE <sctceneeccesssacesesonacedes 
SNR MIE GRUOMs scssocesccorsecesesenes 
ME Be WANED BEERS. pesvoncsscccssescccccesess 
Thompson Products Inc. ............ 
TENE TMs. “oeesarnessstseseesesoresocesserace 
Wisconsin Motor Corp. ...........00 
National Gypsum Co. ............000. 
Perfect Circle Corp. .......cccccccccee 
Remington Arms Co. 2... 
Willard Battery Co. .......:ccccceceeees 


SEUNEND TRUEED GUID s- isbsdsisssdedces voccceeees 
General Time Corp. (Westclox 
div.) 
Revere Copper & Brass Inc. .......... 
NTI snaabasssasbabiavusbeiiibibinndosdenteses 
ASE AEN oe, Cena eco 
Pittsburgh Plate Glass Co. .......... 
Albers Milling Co... 
Owen Nurseries (Marie Kruse 
Enterprises div.) .......c.scccerees 
I AIP: sansendvsnrosecccesecerixnaceneiee 
Pfister Assn. Growers 
Mishawaka Rubber & Woolen 
Ss HEED: tah conbttin Sroesevnisinsinerusiais 
Stone Mountain Grit Co. ............ 
SLING Natacalansaitioenstenihetestcuientetl 
Central Soya Co. (McMillen Feed 
Mills div.) 
Tobacco By-Product & Chemical 
Corp. 
EEE SIND: ercecaecesesnytveveicesssviveiannens 
Johns-Manville Corp. oo... 
Bigelow-Sanford Carpet Co. ........ 
IEEE SEM sctdgrancdatvoresvesshionsensaes 
EEE MI. ccscivsecesivccdccinsiehlbbinanoes 
Purolator Products Inc. ................ 
Red Star Yeast Products Co. ........ 
Stark Bros. Nurseries & Orchards 
Co. 


Cee neon eneeeeneneeeeeeeeteneeeeeeeeees 


SE Se eens : 


American Tobacco Co. .................. 
Kentile Inc. 
Oelwein Chemical Co. .................. 
State Farm Insurance Co. ............ 
PTO UE COTIS.. ccccseccessontscccccstence 
Cone Export & Commission Co. .... 
PE PGR GO, cscececccssccesessccnscccone 
i. een 
Thomas J. Lipton Ine. 2.0.0.0... 
Thos. Leeming & Co. ............006 
Rileco Laminated Products Inc. .... 


OM, sasnhssedinsisathemsehntbipreasabarmenere 288,002 
Phillips Petroleum Co. «0.0... 286,183 
Massey Harris Co. ...cccccccccccceesereee 283,227 
New Holland Machine Co. ............ 280,164 
BD. FP. Deetrteh- Ges -sisiscasiccsssercscesese 278,320 
Socony Vacuum Oil Co. ................ 273,240 
E. 1. du Pont de Nemours & Co. .... 251,033 
TRIE Ms. ccosctobskanabasciatinadecksseiservece 239,563 
Continental Oil Co. c.ccccccccceeesvees 217,751 
Os IE GM. cartistcnspcenssesancrncs 209,859 
WIRING BRR, « cekncatestercscssvvensbccedssccsseasce 208,561 
Gy CORRE ON snccastesccscceeesvesses 205,210 
Dr. Salsbury’s Laboratory ............ 200,430 
Consolidated Products Co. ........ 198,581 
SIGE Te GO iaienccesenvetensavetssecereiess 195,855 
MR G Caky -isinssisicsabinsssiarsssesarieiice 190,315 
Moorman Mfg. Co. ..ccccccccccceereereeee 189,746 
Weyerhaeuser Sales Co. ................ 187,582 
International Nickel Co. ................ 182,200 
Standard Brands Ine. ...............00.. 180,458 
Republic Steel Corp. ........:c0ccc0e 174,925 
Caterpillar Tractor Co. ......cccc 171,447 
PI TITER cieccissisniscccnscssecereesesss 170,136 
Rexall Drug Co. ...ccccccccccccescseeeeeeee 1€9,169 
Wolverine Shoe & Tanning 

PDs: vevcscvecnsstsnensverseereconsceressnorecs 162,528 
Reynolds Metals Co. .......ccccceeeee 161,356 
Sherwin-Williams Co. ..........0000006 159,231 
BeNOR BS, COs ccssrcccesiccscccressovees 158,718 
Bristol Myers Co. coccccccccrcrcneee 158,297 
Sinclair Refining Co... 158,242 
Andrew Jergens Co. o..cccccccsccree 155,200 
Colgate-Palmolive-Peet Co. ............ 154,278 
Waa Batt GO sacdescsctescssesassesonesss 152,979 
Institute of Life Insurance ............ 152,809 
Assn. of American Railroads ........ 152,048 
American Radiator & Standard 

Sernlbenty COVA vssvrcesererecs cvesaivens 151,388 
Joh BID Soettevconevececcinnice 147,429 
DeKalb Agricultural Assn. ............ 144,271 
Be BAR Ge | tasttsticnsicrciessciveions 143,626 
Nutrena Mills Inc. .............00006 141,813 
Fairbanks Morse & Co. .......06:cc0 141,179 
Willys-Overland Motors Inc. ........ 140,720 
Westinghouse Electric Corp. ........ 138,811 
Electric Companies 0.00.0... 137,496 
SRE Wah. Gs. winccssenecceresicccroreries 136,690 
ER SoD niguiniiheebpevcccsiesesesees 136,359 
CE TED cectcissnibiststalicsasecevsetinnssies 134,783 
Corn Products Refining Co. ........ 134,005 
Me TOD Sesesttipstceivenecescdeseress 133,818 
New York Life Insurance Co. ........ 129,500 
SS OUI GOR: sccasasesecsecocescceseses 127,093 
Ray-O-Vat GO. crscrersceccrecsencossscoesevees 125,345 
CE GO vccesttivcacssnnescceecuseonsotses 123,863 
Keystone Stee! & Wire Co. .......... 118,311 
National Committee for L-P Gas .. 117,944 
Rhee Sam Ce. cccicsseeieseiccineseveee 117,800 
James Wbq. CO. cccrcrcccccersseescserereseees 116,701 
Motor Products Corp. (Deepfreeze 

WEDD < sessinisenesocenensesciccinsiscsoneensneses 116,175 
Bae TiO GOi os cecssescasescsseesestsiss 114,931 
Portland Cement Assn. ..........0.+ 114,720 
Elgin National Watch Co. ............ 113,368 
McCulloch Motor Corp. ...........0 111,637 
Caloric Stove Corp. ....c.cceccccceseeeees 109,724 
F. E. Myers & Bros. ........ccecccceneenes 109,240 
International Minerals & 

Chemicals Corp. .......-.ccceceeesees 108,796 
Murphy Products Co. ......:cccsee 107,922 
International Shoe Co. ............... 104,297 
H. D. Hudson Mfg. Co. ......:::.00. 102,742 
Timkin Roller Bearing Co. ............ 100,435, 
American Cyanomid Co. ............ 100,150 | 
Western Condensing Co. ........... 99,379 | 
Gehl Bros. Mfg. Co. occcccccccccceceee 96,950 
Armstrong Rubber Co. ........00 96,111 | 

95,250 


Electric Auto-Lite Co... 


Land O’ Lakes Creameries Inc. .... 
IS ei aninidebecs Chineivhiotiactens 
French Sardine Co. ...........cccceccceeees 
Auto Specialties Mfg. Co. ............ 
Simplicity Mfg. Co. ...ccccccccccceeeuee 
SE TEE TI” Aiciichenttecciounctstonnse 


71,810 


71,424 
69,342 
69,121 
68,478 
68,146 
67,736 
67,412 
65,969 
65,500 
65,498 
65,193 
64,615 
64,218 
62,970 
62,478 


62,210 
62,000 
61,740 
61,490 
61,312 
60,838 


Se: RI oi. sercccnhiacbannne 
Hudson Motor Co. ooo.o.ccccceeene 
Wheeling Corrugating Co. .......... 
eee 
Tennessee Corp. o........ccccecccceseseees 
Personal Products Corp. .......--+- 
Chemplin Refining Co... 
Speed Queen Corp. .............0ccee 
Natural Rubber Bureau .............. 
Lambert Pharmacal Co. ................ 
Standard Oil Co. (California) .... 
Funk Bros. Seed Co. o.......:c:ccccee 


52,100 | 
51,847 | 
50,971 | 
50,610 | 


P. H. Hanes Knitting Co. .............. 
Stewart-Warner Corp. «0... 
Mentholatum Co. o....ccccccccecceeeeee 
R. H. Sheppard Co. .............00sc000 
I NS i cn iaesceninn 
American Chemical Paint Co. .... 
Zenith Radio Corp. ........c:ccseseeee 
Food Machinery & Chemical Corp. 

(Peerless Pump div.) .......0:-:0+++ 
Kaiser Aluminum & Chemical 

MIDE Vadsinsainakchcdacinsosnicsnblabadiensiube 46,532 
NS MDI aidectsecviakderesoninssikotvesrete 46,141 
I TRIE BIND) cccssccccsansescccesiace 46,051 
Fox River Tractor Co. ...........::0000 45,657 
Miller Folk Products ............:00+ 45,558 
Bee EE SERS mecastasorssnccsceansercacee 45,520 
Mail Pouch Tobacco Co. .............. 45,192 
Manitowoc Equipment Works ........ 43,825 
Goulds Pumps Inc. .......cccccseseseeees 43,760 
_ gg eee 43,752 
Knox Gelatine Co. .......ccccccccceeeseeee 43,655 
NN I Neate sia sinaceshinabcaoneneed 43,600 
U. S. Industrial Chemicals Co. ...... 43,476 
Mullins Mfg. Corp. o...ccccccccceceseee 43,300 
Lennox Furnace Co. .................6 42,462 
Dempster Mill Mfg. Co. ...........00 42,392 
i sisrccsccdiensabsees 42,355 
Oshkosh B-Gosh Ine. .................... 42,099 
RE, TI ths d. sacsaxsadascosbueateaee 41,629 
Hygienic Products Co. .......:ccc00 41,379 
IE HG ccasnsssescivsavacssecnebeeeees 41,300 
MRS toss scschscssatunncnbecsiiey 41,278 
Pere PUNE CG, nccsicesetercscsese 41,237 
Hercules Powder Co. ..........0...0005 41,184 
Quaker State Oil Refining 

RG — Saaphccscensnpibaniseoveronnsantosseaies 41,050 
American Forestry Insurance 

RUNNIN: ssssceasesesenvaacebdubpnsbuibsindoas 40,995 
NU CRIN TM, ° soc snesvocscoaunsnncanhotsness 40,714 
Cooperative Grange League Fed- 

eration Exchange ............0000 40,323 
Drexel Furniture Co. ..............00 40,225 
Avco Mfg. Corp. (Crosley div.) .... 39,949 
Pennsylvania Grade Crude Oil 

ES Si cics ck lal See shotdenseseubovenpsenties 39,890 
Briggs & Stratton Corp. ...........0.. 39,808 
Electric Storage Battery Co. ........ 39,718 
MINE MEIN, ccschibsebbescviurvervemssinstiore 39,520 
National Carbon Co. ..........66:c00008 38,755 
Nicholson File Coe. ......ccccccccccssceoeee 37,902 
U. S. Brewers Foundation ............ 37,837 
Aluminum Cooking Utensil Co. ..... 37,110 
Eshelman & Sons ...........cccccccceeeeee 36,735 
Church & Dwight Co. .........08 36,074 
Libby-Owens-Ford Glass Co. ........ 35,987 
Granite City Steel Co. .........00.. 35,707 
Modern Handcraft Ince. .................. 35,522 
F. S. Royster Guano Co. ..........0050 35,442 
I ical saechikvad te 35,350 
Kelly Springfield Tire Co. ............ 35,202 
Papec Machine Co. «2.0... 34,946 
Northern Paper Mills ................. 34,850 
Western Land Roller Co. .............. 34,657 
Be Tes WOE IID GRR, aacetnesescactossceses 34,445 
ID IN Ciaiitetiradeoccsctsscecnee 34,050 
Oyster Shell Products Corp. ........ 33,921 
Colorado Fuel & Iron Co. ............ 33,732 
Massey Harris Co. .....ccccccceseeeees 33,663 
EE SMUD SIRs. sasiavoincincaseenensinevvee 33,368 
PD GINA. saciticesecesccossosesossensee 33,368 
American Chair & Cab Co. ........ 32,959 
Borg-Warner Corp. (Norge div.) .. 32,930 
ee FE Gi... csectecicisitcreressvivsiese 32,622 
American Dairy Assn. ........:cc0c000 32,397 
BIE Fs GBs. sitecccsscrncsscsesevescesee 31,998 
Paxton & Gallagher Co. ...........5 31,504 
SIE IS © cca Sa cisstiasetannenghs caseniie 31,407 
Waterman-Waterbury Co. ............ 31,214 
Archer-Daniels-Midland Co. .......... 30,989 
Esso Standard Oil Co. ................ 30,799 
American Sugar Refining Co. ...... 30,726 
Aluminum Goods Mfg. Co. ........ 30,509 
ON ae ee 30,268 
Oh eeepc 30,223 
National Board of Fire Under- 

IE ola ineshs acehdbihintbesgltabinsietiets 30,200 
True Temper Corp. .........:cccccccceees 27,702 
I a ain cociennssntesevioul 29,608 
National Vitamin Products .......... 29,517 
a eT a 29,452 
BREE TR ‘nhbticsecseresatcicerecrericinee 29,234 
Bowes Seal-Fast Corp. ................ 29,000 
Food Machinery & Chemical Corp. 

(Bolens Products div.) .............. 28,988 
Phillips Chemical Co. ............00000 28,684 
National Steel Products .............. 28,535 
POPC Ce, cocsvcecescccescsesevescscesnssees 28,509 
American Foundation for 

Animal Health ................ccccccc00e 28,391 
| Wyatt Wifey, CO. coccrvcrcreesccceceecesseeee 28,372 
Patterson-Sargent Co... 28,300 
Hartford Fire Insurance Co. ........ 28,161 
Bae Plow Carp. cccoccccscccrsccssssesscoeee 27,997 
A. BD. Gertie Corp. worevrescscccsssecccscreee 27,948 
A. We, MY SE ccumsncesesievetnarearese 27,798 
Hobart Mfg. Co. ....ccceesersesererserees 27,700 


ADCLUB DECOR—American Airlines, with the help of American Blue Print Co., 
added to the interior decor of the New York Advertising Club by giving it this 
color mural of one of its calendar photos (United Nations Bldg.). Making the 
presentation to Charles Green (left), managing director of the adclub, is Carlos 


S., as Artist Ivan Dmitri and Herbert J. 


Lyall, director of passenger sales for American Airlines, look on. 


Romulo, Philippine ambassador to the U. 
Mohawk Carpet Mills Inc. .......... 27,300 
I, MNS, Nici ipssctaninsseciccvieens 27,300 
Carter Carburetor Corp. ............ 27,290 
IN: PIII accsiccsisassonnsessciersss 27,192 
Bankers Life Insurance ................ 27,185 
Harley-Davidson Motor Co. ........ 27,162 
Federal Mogul Corp. ..............00 27,140 
Hanson Chemical & Equipment 

TN picsdicaadeecaAstbet iebdadpaasisTabossesss 27,135 
Tappan Stave Co. ...cccercsrcccessersesseee 27,009 
Gooch Feed Mill Co. ................0008 26,763 
Wisconsin Alumni Research 

RCE REDS Stn 26,665 
Wyler Watch Agency Inc. ........ 26,378 
PIE: TM. sseadiciindlsecassiesionsescese 26,234 
Thurston Chemical Co. ................ 26,183 
Minnesota Farm Bureau Service .. 26,155 
Pioneer Hi-Bred Corn Co. ............ 26,015 
Me ee GD SUL sececkeccovsbidacenssioccses 25,763 
EY INO - cidassvswcsinedokadesitnocone 25,692 
Gates Rubber Co. .0.........:c:ccce 25,650 
Ashley Automotive Wood Stove 

A dacschesneeeies sake 25,552 
Farm Bureau Mutual Auto 

RNID SEU cicdnesesnrcdsadincedioses 25,381 
NE GIS. satocscacivocasvnsssadseaisivncess 25,346 
Be IN sins csadssciacieosessess 25,264 
Na Churs Plant Food Co. ............ 25,244 
Keasbey & Mattison Co. ................ 25,118 
Prest-O-Lite Battery Co. .............. 25,000 


N. Y. Senate Okays 
More Controls on 
Obscene Magazines 


ALBANY, March 4—The state 
senate yesterday got a bill which 
would broaden police powers to 
deal with obscene or immoral pub- 
lications. The measure has been 
unanimously approved by the as- 
sembly. 

Under the terms of the proposal, 
police chiefs and sheriffs in the 
state would have the power to seek 
an injunction against anyone who 
sells, distributes or possesses the 
publications. Under present law, 
such power is given only to mayors 
of cities, towns and villages. 


Business Paper Editors Elect 


S. O. Kaylin, editor of the ad- 
ministration edition of Chain Store 
Age, has been elected president of 
the National Conference of Busi- 
ness Paper Editors, an affiliate of 
Associated Business Publications. 
Other officers elected are Roger 
Barton, editor, American Printer 
and Advertising Agency & Adver- 
tising & Selling, eastern v.p.; 
Wayne V. Harsha, editor, Inland 
Printer, western v.p., and Ruth 
Hahn, managing editor, Sales Man- 
agement. 


Promotes Registered Rule 


Stanley Works, New Britain, 
Conn., has begun a promotion for its 
Registered Rule, featuring a guar- 
antee against defects in materials 
or workmanship for three months. 


The guarantee is being advertised 
in trade publications and in Car- 
penter, Home Craftsman, Home- 
/craft and the Home Owner, Me- 
'chanix Illustrated, Popular Me- 
chanics Magazine, Popular Science 
Monthly and The Saturday Eve- 
ning Post. Horton-Noyes Co., 
' Providence, is the agency. 


Gabor and Cesana 
Sex Appeal Going 
on Radio in N. Y. 


New York, March 5—The radio 
airwaves in these parts will soon 
be oozing sex appeal. 

For the ladies, WMGM will pre- 
sent the deep-voiced Renzo Ces- 
ana, who is better known as “The 
Continental” of TV fame. 

For the men, WABC will feature 
the full-blown Eva Gabor in an 
after-midnight program. 

Mr. Cesana will be on for an 
hour every day except Sunday 
starting Monday (March 9) at 11 
a.m., EST. He will fill the time 
by playing recorded love songs, 
reading romantic poetry and com- 
menting on the foibles and mores 
of Europeans and Americans. The 
icing on the cake will be a daily 
phone call to some feminine listen- 
er. 


s The Italian actor got his start 
in the show business bigtime in 
this country emoting to the TV 
camera as though it were his heart 
throb and plying it with cham- 
pagne and lighted cigarets. In the 
role of “The Continental,” he 
opened with the invitation: ‘Don’t 
be afraid, darling. It’s only a man’s 
apartment.” 

Mr. Cesana, according to 
WMGM, which hailed his four- 
year contract as a $500,000 deal, 
will continue this continental ap- 
proach on radio. He will handle 
commercials on the show. 

Sponsors have a choice of buy- 
ing one-minute participations 
($389 weekly for one a day for a 
yearly contract) and 15-minute 
segments (about $1,000 to $1,200 a 
week). The station hopes to have 
some advertisers lined up by the 
time the series starts. 


s Miss Gabor will entertain stay- 
up-laters with two hours of chit- 
chat with celebrities—and perhaps 
an occasional record. Her program 
will start Tuesday (March 10); it 
will be aired every midnight ex- 
cept Monday. 

The broadcast will originate 
from the Glass Hat of the Hotel 
Belmont Plaza. The restaurant will 
pay the cost of the program and 
share the sponsor revenue if it 
proves to be a strong sales puller. 
Six one-minute participations 
weekly cost $200. Several adver- 
tisers are set to give Miss Gabor 
a sponsored sendoff. 


Garfield Boosts Miss King 


Daphne June King has been 
promoted to copy chief with Sid- 
ney Garfield & Associates, San 
Francisco. Miss King began as a 
i with the agency in 
: 
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NBBB Tells How 
to Use Guarantee 
Offers in Ad Copy 


New York, March 5—The Na- 
tional Better Business Bureau to- 
day outlined 18 suggested rules for 
advertisers employing guarantees 
in their copy, all aimed at protect- 
ing the public and keeping the ad- 
vertiser from difficulties (includ- 
ing Federal Trade Commission ac- 
tion). 

“The words ‘guarantee’ or ‘war- 
ranty’ are commonly used in ad- 
vertising to assure the public that 
the advertiser stands behind his 
product or service,” the NBBB 
noted, but “...most advertisers. . . 
have important limitations or con- 
ditions in mind. Because of this, 
a guarantee should evidence its 
exact scope and show the penalty 
the advertiser expects to pay if 
the guarantee is breached.” 

Scores of FTC rulings support 
this recommendation, NBBB said. 
“Unlimited use of the word ‘guar- 
antee’ or such terms as ‘fully guar- 
anteed’ constitute an unlimited 
guarantee requiring the assump- 
tion by the advertiser of an un- 
limited obligation to the public,” 
NBBB warned. 


@ Since an unlimited obligation 
may require the advertiser to hon- 
or, when proved, “all claims of 
damage resulting from non-per- 
formance of the product, even 
though such claims might be for 
sums considerably greater than the 
selling price of the product,” the 
National Better Business Bureau 
figures it’s as much in the adver- 
tiser’s interest as the public’s to 
have the limitations stated. 

Here are the NBBB’s 18 sug- 
gested rules: 

1. Guarantees should disclose 
conspicuously their exact scope 
and the conditions under which 
they are operative. 

2. Guarantees should disclose the 
extent of the liability of the ad- 
vertiser. 

3. Guarantees should not be 
made unless the advertiser is pre- 
pared and willing to fulfill them 
promptly and without quibbling. 


# 4. Guarantees should make 
clear who is responsible for their 
fulfillment. 

5. Guarantee statements should 
disclose any additional charges or 
expenses required of the purchaser 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


GAIN IN 1952 


The 
Boston Globe 


MORNING ¢ EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scott, Chicago, Detroit. 


| 


in making them operative. ‘normal life of the article covered. 
6. Guarantees of “money back”) 11. Guarantees shou!d not ex- 
should be honored with a full re- tend beyond the reasonable per- 
fund in cash, unless qualifying formance possibilities of the prod- 
conditions are clearly set forth. ‘uct, or the reasonable {fulfillment 
7. Guarantees of “satisfaction or possibilities of the advertiser. 
your money back” should give the| 12. Guarantee offers good for 
purchaser the sole right to judge | some specified period should date 
“satisfaction.” | from the date of purchase by the) 
8. Guarantees which apply to a ultimate consumer unless some. 
part, or parts, of an article should | conflicting expiration date is clear- 
be clearly stated to avoid creating ty and conspicuously stated. 
the impression they apply to the! 
whole. '@ 13. Guarantees which are limited 
9. “Service guarantees” should | to crediting the purchaser for loss) 
be clearly defined as to their na- of guaranteed service on the pur- 
ture and extent and should be chase of a duplicate article should 
promptly fulfilled. ‘be clearly qualified as such. 
| 14. Guarantees which offer op- 
# 10. Time guarantees should be | tional adjustments should give the 
specific as to the period covered | customer his choice of the one de- 
and should not extend beyond the sired, unless the guarantor speci- 


fies that the choice is his. 

15. Guarantees, once given, 
should not be subject to retroactive 
changes without the consent of the 
purchasers, nor should the guar- 
antor seek to circumvent them by 
offering alternate adjustments. 


s 16. Guarantees should not be 
used as inducements to buy goods 
that are sold through false or 


| fraudulent representations. 


17. The word “guarantee” should 
not be loosely used as a synonym 
for words having different mean- 
ings. 

18. Guarantees should comply 


'with state and federal laws (e.g., 


some state insurance laws prohibit 
certain types of guarantees unless 
the guarantor is licensed as an in- 
surer). 


61 
‘CBS Promotes Dorfsman 


Louis Dorfsman, art director for 
the sales promotion and advertis- 
ing department of CBS Radio, New 
York, has been promoted to asso- 
ciate director of sales promotion 
‘and advertising for the network. 


WPIX Boosts Miss Levine 

Carol Levine has been promoted 
from assistant public relations 
manager of WPIX, New York, to 
film manager. 


With a smaller ad 


you can cover more ground 
eeeeeee stayin business longer. And Walk 
| can now be of help to you. Few have 
| JAY P. better experience. Write for proof. 
| SEES 
| WALK advertising typography 

414 &. HUBBARD ST* MO 134 * CHICAGO 11 
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To sell Garden Supplies 
to inland Californians 


(AND WESTERN NEVADANS) 


This season, as usual, there will be a bumper crop of 


dening conversation. But at the same time, inland Californians will be 
buying yards and yards of garden implements and supplies. 


To tell them about your product, tell them on the BEELINE —a 


5-station radio combination that gives you: — 
THE MOST LISTENERS More than any competitive 


local stations . . . more than the 2 leading San Francisco and 3 leading 
(BMB State Area Report) 


LOWEST COST PER THOUSAND More audience, more favorable 
(BMB and Standard Rate & Data) 


Ask Raymer for full story on this 3% billion dollar market — inland 


Los Angeles stations combined. 
Beeline combination rates. 


California and western Nevada. 


McCLATCHY BROADCASTING COMPANY 


PAUL H. RAYMER, National Representative 


SACRAMENTO, CALIFORNIA 
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-T MAY NOT 


can fool me. 


ATTENTION 


AGENCY OWNERS — MANUFACTURERS 
CHAIN STORE OPERATORS — DEPT. STORE PRESIDENTS 


BUT, | KNOW I’M PRETTY GOOD 


At the present time I am doing a “bang up” promotional 
job as advertising manager of a chain of 29 department 
stores located in medium size and small towns, doing a 
volume of over 9-million a year. I have had 12 years of 
agency experience on national accounts of all types, with 
4 years in mail order. There’s no phase of advertising that 


If you have a top spot with a salary or a salary and 


per line. Add two lines for 


BE THE BEST 


| HELP WANTED 

| AN UNUSUAL OPPORTUNITY IN DE- 
| SIGN. A select group of outstanding de- 
| signers and artists is desired to form the 
| nucleus of a new design staff, now being 
| organized by one of the nation’s leading 
corporations. This group, under the guid- 
ance of a capable and experienced art 
director, will enjoy virtually unrestricted 
variety of assignments requiring fresh 
and original creative talent. Qualified 
persons with studio or free lance exper- 
|ience will find it most advantageous to 


THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


FRED J. MASTERSON 


ADVERTISING - PUBLISHING 
| All types of positions for men and women. 
| 185 N. Wabash Fr. 2-0115 Chicago 


PUBLISHING BUSINESS MANAGER 
WANTED. Experienced  editor-business 
| getter with established publications in 
restricted, specialized, technical but fairly 
profitable field, wants man under 50 who 
will eventually assume full responsibility 
|for other than editorial-sales functions. 


commission that will equal my $18,500 a year, then let’s 
get together immediately. This change is my own idea. 
After we get to know each other I could make a financial 
investment, but don’t figure on one at the start. 

I can arrange to meet you anywhere in the middle west, 
at my expense, if necessary. 

Box 429 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, III. 


* PACKAGE DESIGNING * 
by an EXPERT 
AWARD WINNER 
31 years National Exp. 
GUSTAV JENSSEN & STAFF 


P. O. Box 8005 Tampa, Florida 


REPRESENTATIVE WANTED 
Large Mid-Western Lithographer of Displays 
and 24-sheet posters is anxious to obtain good 
representation in Los Angeies and San Francisco. 


Box 424 ADVERTISING AGE 
200 E. illinois St. Chicago 11, Illinois 


Information for Advertisers 


No. 4594. Quick Picture of Indus- 
trial Piping. 

Heating, Piping & Air Condition- 
ing offers a new brochure, “Indus- 
trial Piping,” which describes the 
publication’s consistent editorial 
coverage of this subject, shows a 
typical industrial piping layout 
handled by HP&AC subscribers, 
gives typical interviews on buying 
authority with plant engineers, 
consulting engineers, and piping 
contractors, and explains the vari- 
ous buying procedures in the field. 


foundry market areas to be used in 
estimating sales potentials and 
quotas. 


No. 4598. Farm Markets Analyzed. 

The relative economic position of 
each of the ten types of farms clas- 
sified by the 1950 Agricultural 
Census is presented in a series of 
data pages, “Analyze Your Mar- 
ket by Type of Farm,” offered by 
Breeder’s Gazette. 


No. 4601. Selling the Textile Field. 

“The Story of Textile World 
and its Market” is a new NIAA-'| 
type market and media file! 
which has just been prepared by | 
the publication. It covers history | 
and background of the publication, | 
an analysis of the market, circula- | 


No. 4596. New Ideas in Photos and 
Stats. 

“A Handy Reference Manual of 
Time-Saving and Money-Saving 
Applications of Photostats and 
Photographs” is offered by Arrow 
Photo Copy Co. It covers giant 
prints, mural planning and instal- 
lation service, coloring, card 
mounting, portfolios, cut-out dis- 
plays, photo montage, screened 
prints, color stats, offset printing, 
reverse position stats, color cor- | 
rections, curved type and perspec- 


tion, type of reader reached, edi-| 
torial history, special services for 
advertisers, etc. The point’is made | 
that the textile industry is now | 
going through a technological rev- | 
olution due to the introduction of 


the new synthetic fibers. 


|No. 4602. Sales Opportunities in 


tives, direct-from-object _ stats, . j 
bleaching stats, repeat patterns, the Auto Washing Field. 
superimposed stats, and much A new report on the automobile 


more. Recommended information | W@Shing and polishing industry is 
for all art and production men. offered by Auto Laundry World. 


'It is the result of the first nation- 
No. 4597. Marketing Guide to| wide survey of auto laundries, 
Foundries. 


| service stations, and garages using 
“How to Sell the Foundry Mar- semi-automatic and automatic 
ket” is a guidebook offered by) washing equipment. Each type of 
Foundry, covering analysis of foun- equipment and product used by 
dry market areas, analysis of foun- auto laundries is analyzed as to 
dry capacity by states and prov-| the number of establishments us- 
inces, list of foundry supply houses |ing them and the percentage of 
and agents, special services of the the market in need of new equip- 
publication, and an outline map of! ment and replacement parts. 


Note: Inquiries for the items listed above will not be serviced beyond April 20. 


USE COUPON TO OBTAIN INFORMATION ; 


' 
| Readers Service Dept., Apvertisinc AcE 
| 200 E. Illinois St., Chicago 11, Ill. | 
Please send me the following (insert number of each item wanted 
—please print or type) 
Saati (MNS Ey SA RTE 
| 
I muninibnnen CREST Sos 
| SESS 52: | SRC sueiaiinlilbileniiiainesiusiilgisasibimsnncstsiiie | 
Ee RE NE aa 4 
1 CITY & ZONE ............ aa r 


a! = 1| 


|A service for employers and applicants 


investigate this opportunity. Please out- | Firm has five exaployes located in Chi- 
line personal background, training and ex- | cago. State qualifications, starting salary 
perience. | requirements. 
Box 5604, ADVERTISING AGE Box 5606, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 200 E. Illinois St. Chicago 11, III. 
BARNARD | 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 


ARTIST: Layout, illus., et. al. Experi- 
enced, progressive, reliable. Primarily ad 
agency but what have you? Prefer New 
England or N. Y. State. 

Box 5608, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


in the fields of advertising and publishing. 
Office and Professional. } 
CEntral 6-3178 176 W. Adams Street | 


ADVERTISING COPY WRITER by Chi- 
cago agency with varied list of auto- 
motive parts, electrical, industrial and 
farm equipment accounts. If your experi- 
ence is along these lines, you are between | 
35 and 50, are willing to prove yourself | 
at $7,500 to start, with opportunity to PROMOTION MANAGER - midwestern 
share later in agéncy profits, write |agricultural publishing company with 

Box 5598, ADVERTISING AGE | seven publications needs young man with 

200 E. Illinois St. Chicago 11, Il. |experience in visualizing and writing 
| promotion, involving direct mail and pub- 
| lication campaigns. Office management 
experience, including classified advertis- 


. 
WE NEED HELP! 
Plenty of it...for these and many other 


good jobs | ing, promotion, and list handling very 
Copywriter; Agcy. Copy Chief pot. $10,000 | desirable. State age and experience and 
Exec. A. D.; Agcy. Top future............ 15,000 | ‘Box 5603, ADVERTISING AGE 
Acct. Exec.; TOP BM. ABCY. vvvisccenses open | 200 E. Illinois St. Chicago 11, Ill. 
Exec. A. D.; Publ. Child’s books ....15,000 
Copywriter; male. Chem. company «9,000 | MOLENE PERSONNEL 
Writer; Agcy. Indus., durables 


coceesed 6,000 J 
Prod. Asst.; Chance to write, agey..5,200 | er 


Copywriter; Radio-TV, 4A , ls 10,000 } BANKERS BLDG. CHICAGO 11, Til. 


Trainee; excellent prog., top agcy. ....3,000 
Ad Mgr.; soft goods, Mfr. ................... 5,200 | TRADE JOURNAL PARTNERSHIP 
Art Director; Seuteese phases 9,000 Leading agricultural trade journal in its 
. field wants active managin artner, 
arn ae Consultant to Advertising oq with ad sales, Soainelien oe execu- 
- Michigan Ave. Chicago 1, Ill. tive experience, capable helping add other 
Franklin 2-3280 |journals end building a new publishing 
| center in the Southwest. Can have up to 
COPYWRITER | 20% interest - or better - in all publica- 
Should have knowledge building industry | tions, dependent on proportion of interest 
and marketing of building materials and | desired in current property at 85% of ap- 
equipment for magazine promotion de-| praised value. Explain net worth and 
partment. Radio City area. Booklets, di- | ability to make $5,000 down payment with 
rect mail; some newspaper edit experi-| balance on low-interest, long-term notes. 
ence an advantage but not essential. Staff | Include recent photo. Sell self first letter, 
knows of this ad. Send resume, salary re-| listing all positions, dates, salaries for 
quirements to the past eight years. 
Box 5605, ADVERTISING AGE | Box 5607, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. | 200 E. Illinois St. Chicago 11, Ill. 


MEDIA REPRESENTATIVE 


The largest nation-wide medium of its kind is seeking two 
energetic, experienced advertising men for its sales staff. 
It seeks men with 5 to 10 years’ sales experience with 
national or leading magazines, metropolitan newspapers, 
networks or outdoor medium. Record of sales accomplish- 
ment with national accounts at advertiser and agency 
levels essential. 

This is an unusual opportunity for an ambitious man as 
he will be selling a new service to a virtually untapped 
market, yet he will join one of America's foremost corpora- 
tions with financial resources and personnel policies that 
assure security and above average income to producers. 

Please furnish complete details of experience, income, 
and education in your first letter. All replies confidential. 


Box 428, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


FARM PAPER SALESMAN 


who has had successful experience in the agricultural 
publication field—who knows the agencies and ad- 
vertisers, and is big enough to do an outstanding job ! 
in contacting advertisers direct when necessary. A large 
agency seeks such a man. He is assured of a good 
present and increasingly better future, with liberal pay. 
We are looking for an outstanding man with unusual 
ability. Full particulars, please. Address: 


Box 423, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
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| POSITIONS WANTED 


ADVERTISING SECRETARY 


Ten years experience advertising depart- 
/ment manufacturing concern. Interested 
| in job in New York city. Present employer 
moving out of town. 
Box 5609, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


COPY CHIEF nationally known agency 
formerly advertising manager large corp- 
|}oration and promotion manager metro- 
| politan newspaper offers you top-notch 
| administrative and creative ability. Know 
copy, layout, production. Experienced in 
| items with grocery distribution. Age 39. 
| $10,000 to $12,000 bracket starting salary 
variable with opportunity offered. Can we 
talk business? 

Box 5610, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


Media Asst. Young woman control for- 
warding, contracting, estimating. Assist 
buying Space, Time, Outdoor. 10 yrs. 
agcy. exp. 
Box 5571, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


MARKET RESEARCH 


Seven years experience in all phases of 
market research. At present Director of 
|Department for large manufacturer of 
consumer goods. Will relocate. Age 31, 
MBA Degree. 

Box 5611, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


WRITER-EDITOR on top daily. Age 30. 
Seek new challenge as pub. rel. manager 
or editor of house organ. Outstanding exp. 
and training. Good references. Salary 
now $6,200. Prefer midwest. 

Box 5612, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


PERSONABLE YOUNG WOMAN 
Assistant to Executive or Publicity Director 
Intensive public relations background 
Extremely resourceful and creative 
Initiative, tact ,supervisory ability 
LOCATE ANYWHERE OR TRAVEL 
Box 5613, ADVERTISING AGE 
801 Second St. New York 17, N. Y. 


COPY CHIEF AVAILABLE TO 


A TOP NEW YORK AGENCY ONLY! 
$12,000 buys practical 43-year-old well- 
seasoned veteran prepared to inject pepper 
& spice into listless copy staffs. 

Box 5614, ADVERTISING AGE 

801 Second Ave. New York 17, N. Y. 


MEXICO IS THE PLACE FOR ME 


Do you - or a favorite client of yours, or 
| your best friend - need a man who lived 
| advertising, worked at advertising, and 
| married and prospered in Mexico for five 


| years? Who is still in advertising and sales 
| promotion but on the ulcer side of the 
| border? Who is 36, at his peak, and han- 
| kering for Mexico? Who feels, thinks, 
writes Spanish and talks your language? 
f you, or someone you know and value, 
needs this man, please write, now, to 
Box 5586, ADVERTISING AGE, 
} 801 Second Ave. New York 17, N. Y. 


MISCELLANEOUS 


If your sales letters are not selling, maybe 
|; you need a new approach by Godfrey. 
| Fast confidential service by Air Mail 
Special from 11312 Morrison Street, North 


Hollywood, California. Sam Godfrey. 


EXPERT FREELANCE COPY HELP 


| WHEN YOU NEED IT 
| Write now for free information bulletin 
| explaining my topnotch freelance service 
for industrial copy. Low prices. Fast de- 
livery. I am highly experienced advertis- 
ing man. ‘“‘Copy Chasers” award winner. 
Graduate engineer. 

Box 5615, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


CANADA’S BEST MAILING LIST 
200,000 live names on Elliott stencils. 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


SALES LETTERS WRITTEN. Brilliant, 
original, appealing message. Write: Rich- 
ard Hanlon, 5708 Troost, North Holly- 
| wood, California 


ADVERTISING SALESMAN 
Well-known publisher wants energetic, 
self-starting space salésman between 25 
} and 40 years old. Must be clean-cut and 
| ambitious. Will work out of Chicago of- 
fice in well-established territory; present 
salesman moving up to new duties. Salary 
and bonus arrangement; expenses paid; 
car furnished. If you believe in yourself 
and believe you can sell, write us giving 
pertinent information for personal inter- 
view. Address Box 427, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


account executive 


available 


Extensive experience major-league 
package goods advertising and mer- 
chandising. Creative. Can carry 
heavy load from campaign planning 
to presentations. Strong client back- 
ground wins client confidence. 32, 
married, college grad. Top-flight 
references. 
Box 426, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN WANTED 


Eastern publisher requires a Chicago 
manager to sell space in two good, well- 
established trade journals. Territory in- 
cludés Chicago and surrounding states. 
Start about April 1. $5,000 per year for 
first 6 months proving period and then a 
commission on total billings that will 
raise income considerably. All traveling 
and entertainment expenses paid. Must 
have car. We prefer a bachelor between 
25 and 33 who can stay on the road for 
several weeks at a time. Must have rea- 
sonably good personality; and be serious, 
methodical, non-high pressure and a hard 
worker. Knowledge of advertising and 
sales and of field covered in classification 
2 in standard rate would be helpful. 
Pleasant working conditions with a smart 
' organization. This is a ¢ opportunity. 
Give all details in first letter. Confidential. 

Box 425, ADVERTISING AGE 
801 Second Street, New York 17, N. Y. 
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TAKEOFF—Ralston Purina Co., St Louis, plans to cash in on interplanetary enthusiasm 


with new boxes for Wheat and Rice Chex. 
of 24 space pictures for cereal eaters to 


Enclosed in each package is one of a set 
collect and tying in with the company’s 


“Space Patrol’ radio-TV show on the ABC network. 


Ammoniated Dentifrices Fail | 
in Promises, Report Says 


Ammoniated dentifrices have no 
special value in reducing tooth de- | 
cay, according to a report in the) 
March 1 Journal of the American 
Dental Assn. | 

The report, made by Dr. B. G.. 
Bibby, director of the Eastman. 
Dental Dispensary, Rochester, 
N. Y., and Lt. R. R. Hawes of the) 
Air Force Dental Corps, Randolph | 
Air Force Base, Tex., is based on) 
a one-year clinical and bacter-| 
iological study among school chil- | 


Two Merchandising 
Forums Scheduled 
at Popai Meeting 


NEw York, March 3—Merchan- 
dising problems that are troubling 
sales and advertising executives at 
the retail level will feature two 
merchandising forums at the sev- 
enth annual symposium and ex- 
hibit of Point-of-Purchase Adver- 
tising Institute, March 31-April 2, 


dren between the ages of seven and |at the Palmer House, Chicago. 


13 years. “There is no satisfactory | 


Panel members of the first forum 


evidence—notwithstanding the ad-_ March 31 will include P. L. O’Mal- 


vertising claims—that a dentifrice 
with a high urea content reduces 
dental decay,” they say. 


Canadian Magazine Ads Rise 


Advertising investment in Can- 
adian magazines was 8.7% higher 
in 1952 than in 1951, according to 
the Magazine Advertising Bureau 
of Canada, Toronto. The 13 maga- 
zines for which records are kept 
carried a total of $12,944,437 worth 
of advertising in 1952. 


Two Name Goodkind, Joice 


Robert James Co., national dis- 
tributor of office furniture, and 
Duplicate Receipt Book Co., both 
of Birmingham, Ala., have ap- 
pointed Goodkind, Joice & Morgan, 
Chicago, to handle their advertis- 
ing. 


le 


AY 


TEXT 


\ley, general sales manager, Coca- 
‘Cola Bottling Co. of Chicago; Ray 
Mee, advertising manager, West- 
clox division of General Time 
Corp.; David Grigsby, advertising 
manager of Zenith Radio Corp.; 
Val Bauman, sales and advertising 
manager, National Tea Co.; Jack 
Pettersen, general merchandising 
manager, Polk Bros., and Gordon 
Ellis, merchandising manager, Pet 
Milk Co. 


| The second forum, scheduled for 
April 2, will be an all-woman 
panel. It is still being arranged. 
Bee Strawway, retail consultant of 
Life, will be the moderator. 

Ralph Head, merchandising ex- 
ecutive of Batten, Barton, Dur- 
stine & Osborn, who is arranging 


|W. Parlin Lillard, sales promo- 
\tion manager of General Foods 
|Corp., will act as moderator of the 
first panel. 


Apex Electrical Promotes Two 


Apex Electrical Mfg. Co., Cleve- 
‘land maker of Apex cleaners, 
' washers and ironers, has promoted 
| J. C. Frantz, sales promotion man- 
ager, to manager of builder sales. 
-H. G. McDavitt, head of advertis- 
‘ing for three years, has been pro- 
| moted to advertising and sales pro- 


motion manager. 
| 


‘Appliance’ Changes Name 


The New England Appliance & 
|Radio News, Boston, with its April 
‘issue will change its name to New 
Appliance & Television | 
News. Page size will be increased | 


England 


from 7x10” to 9x12”. 


the forums with the assistance of 


Savage Boosts Lawn Mowers 
The lawn mower division of the 


Savage Arms Corp., Chicopee Falls, 
Mass., has begun a major promo- 
tion for its power and hand lawn) 
mowers, using trade and consumer 
pudlications. Ads will appear in 
Better Homes & Gardens, Country 
Gentleman, Flower Grower, Farm 
Journal, House Beautiful, House 
|\& Garden, Home Garden Guide, 


|Popular Gardening, Popular Me- 


i\chanics Magazine, Popular Science 
|Monthly, The Saturday Evening 
|Post and Sunset Magazine. Gotham 
Advertising, New York, is the 
jagency for the lawn mower divi- 
‘sion. 


NBP Names DeTemple 


National Business Publications 
Inc., Washington, has named Carl 
N. De Temple, former FBI special 
agent, administrative assistant to 
the executive v.p. 


Weeks to Wilson, Haight 

Harry W. Weeks, formerly with | 
Biow Co. and Lennen & Mitchell, 
both of New York, has joined. 
Wilson, Haight & Welch, New) 
York, in the copy department. 


Identical Form Names Agency | 
Identical Form Inc., New York 
maker of artificial limbs, has ap-| 
pointed Medical Advertising Serv-. 
ice, New York, to handle its ad-| 
vertising. 


Osborn-Propst Moves Office 

Osborn-Propst Advertising, 
Syracuse, N. Y., has moved to new 
offices in the Skyline Bldg. 


207 NORTH MICHIGAN AVENUE+CHICAGO 1 


ompetition of quality... 


¥ as well as quantity . . . is funda- 
mental to success in advertising. 

At C. M. & H. we contribute to the 
success of many national advertising 
programs the indispensable factor 


of fine photoengraving. 


COLLINS, hk 
MILLER & Wig 
HUTCHINGS, INC. **e 


Prmuricas }intat Phatetaghaving Plant, 


worrying “ad factory”? 


sums it up this way: 


sharper focus for me. 


| 
j 


out weekly coverage, and 
a comprehensive editorial 
policy beyond the usual 
‘how to do it” information. 


Reporter 


AMERICA'S 
TEXTILE 


236 Congress Street * Boston 10, Mass. 


Chicago, U11., 69 W. Wash. St. 


Shubert Returns from Navy 


Allan E. Shubert Jr. has rejoined 
the staff of Allan E. Shubert Co., 
Philadelphia publishers’ represent- 
ative, following service as a Navy 
officer. 


Dallas Board to Rominger 


Rominger Advertising Agency, 
Dallas, has been appointed by the | 
Dallas Real Estate Board to handle | 
advertising and public relations. 


Scherer Boosted to Art Head 
John Scherer, staff artist, has 


been promoted to art director of 
Warren E. Orery ‘Hicks & Greist, New York. 


FREE | 


with your ™ 
home Direct Mail Clinic 
subscription 


Mail Order 


EUGENE HEIFFEL, Vice-President 
G. M. BASFORD COMPANY 


Advertising and Marketing 
New York 17, N. Y. 


Have you ever diligently studied an issue 
of Advertising Age far, far from the 
“madding crowd,” said “madding crowd” 
being your fellow busy bees and eager 
beavers in your hurrying, scurrying, 


Most admen in the agency business 
see eye to eye with Eugene Heiffel, who 


“I find reading ADVERTISING AGE 
in the quiet comfort of my home brings 
the passing parade of advertising into 


“When I finish studying and clipping 
my personal copy of AA it would be posi- 
tively cruel to leave it at the office where 


He studies AA in 
the quiet comfort 
of his home 


others might find it in its mutilated 
condition. 
“Every issue of your remarkable 
publication contains so much mate- 
rial, so useful to a creative man’s refer- 
ence file, that I hesitate to be specific for 
fear of omitting a feature I enjoy regu- 
larly in my personal copy of Ad Age, 
which reaches me far, far from the mad- 
ding crowd.” 

Need we say more when Mr. Heiffel 
has summed it up so well? Why don’t 
you try studying AA at home and clip- 
ping its creative material for a permanent 
file. Mail us NOW the order coupon be- 
low for a personal subscription to be sent 
to your home address. With it we will 
send you, FREE, a copy of Whitt Schultz’s 
new booklet, “Mail Order and Direct 
Mail Clinic”, containing thirty-nine of his 
helpful articles that appear regularly in 
Advertising Age. 


ADVERTISING AGE 
[00 M9, as E. yp St., ae 11, OL. 

ease enter my l-year su ption to Advertising Age and 
mail it to my home address. I am to receive FREE a of 
“Mail Order and Direct Mail Clinic”. nid 


Title. 


Zone State 
0 My check fer $3 is enclosed. () Bill me later. 


O Bill my firm. 
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Advertising Council Sets 


Armed Forces Campaign 

Once again, the Advertising 
Council, New York, will undertake 
a campaign to recruit women for 
the armed services, at the request 
of the Department of Defense. Ob- 
jectives for the 1953 campaign are 
to build prestige and acceptance 
for an armed services career. 
Breaking during April and May, 
the campaign is timed to interest 
June graduates. 

Charles Rice, advertising mana- 
ger, American Viscose Corp., 


serves as volunteer council coor- 
dinator. Stephen Fitzgerald, presi- | 


dent, Stephen Fitzgerald Co., New 
York public relations consultant, 
is acting as consultant to the De- 
rtment of Defense, and Dancer- 
tzgerald-Sample, New York, is 
the volunteer agency. 


BBDO Appoints McCarthy; 
Elects Purcell a V. P. 

W. Barry McCarthy, formerly 
West Coast regional director of 
public relations for Ford Motor 
Co., has been named director of 
public relations of Batten, Barton, 
Durstine & Osborn, New York. He 
succeeds William Moloney, who 
has resigned to form his own com- 
pany. 

Lyle Purcell, in charge of re- 
search, marketing and merchan- 
dising for BBDO, has been elected 
a v.p. 


IT'S IN THE BAG 


when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. Write for FREE Proof- 
book No. 11. 
EYE*CATCHERS, Inc. 

207 E. 37th St., N. Y. City 16 


‘Fisken, Chevrolet Ad 
‘Head 12 Years, Dies 


| Detroit, March 3—C. P. Fisken, 
'59, died yesterday in the Mayo 
Clinic, Rochester, Minn., following 
‘an operation. Mr. Fisken was for a | 

long time adver- | 
tising manager of 
the Chevrolet, 
Motor division of | 
General Motors) 


Corp. and found- 


selors Inc., sales) 
and advertising 
consultant, of) 
which he 
president. 

He began his 
career with) 
| Chevrolet in 1924 as a representa- | 
| tive in Janesville, Wis. A few 
| years later he was promoted to 
| zone manager in Indianapolis and | 
/in 1932 was called to the central | 
office in Detroit to become mana-| 
| ger of the truck department. | 
| In October of 1933 he was pro- 
moted to manager of the Chevrolet 
sales promotion department, and 
a year later became advertising 
manager for Chevrolet. 

During the years Mr. Fisken was 
ad manager, he supervised the 
Chevrolet Soap Box Derby and 
made it into one of the nation’s top 
youth promotions. 

He left Chevrolet in 1946 to 
found Sales Counselors Inc. 


C. P. Fisken 


; 
ete 
e\ Sra 
Mitts 


Feb. 28 in Hines Hospital. 7 
A graduate of the University of ~ 
Kneebone spent ~ 


Michigan, Mr. 
several years in city management 


work in the South before joining | — 


Curtis Publishing Co. where he 


was a representative for Country — 
Gentleman. He was associated with | - 


Wilding Films and Ruthrauff & 


Ryan for several years before ~ 


starting his own agency—John’ 


Kneebone Co.—in 1946. . 


Mr. Kneebone became a partner | 


with Dr. Andrew Merrick, Brook- | 
ed Sales Coun- field, Ill., veterinarian, in 1938 in| 

the manufacture of pet medica-|— 
tions and entered the business full | ~ 


time in 1950. The company, known | 


was as Brookfield Laboratories, pro-|~ 
_duces Dr. Merrick’s Scratch Pow- | ~ 


der, Sulfodene and Ear Canker 
Creme. 


T. HAROLD FORBES 

WESTHAMPTON BEACH, N. Y., 
March 5—T. Harold Forbes, 67,) 
owner and publisher of the News- 
Review, Riverhead, L. I., died here 
yesterday of cancer. 

In 1920, Mr. Forbes purchased 
the New Rochelle Star, and in 1923, 
together with a group of Mt. Ver- 
non publishers, bought the New 
Rochelle Evening Standard and 
formed the present Standard-Star. 
He also purchased a chain of news- 
papers in Westchester which were 
sold in 1929. 

Moving to Long Island, he put 
out the North Shore Daily Journal 
and merged it with the City Star 
to form the Long Island Star- 


JOHN R. KNEEBONE 

Cuicaco, March 3—John R.) 
Kneebone, 58, who headed his own 
agency here for several years, died 


Journal. After he bought the Riv- 
erhead News he merged it with his 
County Review. 


JAMES C. DUANE 

Boston, March 3—James C. Du- 
ane, 76, v.p. of First National 
Stores and last of the original 
founders of the company still ac- 
tively engaged in the business, died 
Feb. 28 at Palm Beach, Fla. 

Mr. Duane spent 55 years in the 
grocery field and was a pioneer in 
the food chain industry. He came 
to Boston in 1898 with his brother, 
Harry B., and the late Augustus F. 
Goodwin, as partners in Ginter 
Bros. They developed a chain of 
325 stores which they merged with 
O’Keefe Co. and John T. Connor 
Co. to form First National Stores 
in 1925. 

Among the first to sponsor the 
self-service type of store, Mr. Du- 
ane was considered one of the 
leading authorities on food mer- 
chandising. 


DAVID KNIPE 


BETHLEHEM, Pa., March 3—Da- 
vid Knipe, 52, national advertising 
manager of the Bethlehem Globe- 
Times, died after a heart attack 
March 2. 

Long active in newspaper adver- 
tising, Mr. Knipe formerly was 
associated with the Herald, Shen- 
andoah, Pa., Courier-Post, Cam- 
den, N. J., and the Journal, Potts- 
ville, Pa. He had been national 
advertising director of the Globe- 
Times since January: He was a 
charter member of the Interstate 
Advertising Managers Assn. and a 
member of the National Advertis- 
ing Executives Assn. 


TORKEL L. MONSON 

SEATTLE, March 3—Torkel L. 
Monson, 80, former advertising 
manager of the Seattle Guide, en- 
tertainment periodical, died Feb. 
23 after an illness of several 
months. 

Before joining the Guide in 1937, 
Mr. Monson was on the advertis- 
ing staff of the Seattle Times and 
prior to that was with the Seattle 
Post-Intelligencer. 


HELEN B. MOORE 

NorwIcu, Conn., March 3—Hel- 
en Barbara Moore, 78, former ad- 
vertising manager of the Norwich 
Bulletin, morning daily, died Feb. 
24. 


HATS AND SHOES—Yankee Shoemakers, 

Newmarket, N. Y., is distributing “Jiggling 

Hats” like this one to dealers as traffic 

and sales builders for Little Yankee shoes. 

Einson-Freeman, Long Island City, N. Y., 
created the premium. 


Greenhill Appointed A.M. 


Edward Greenhill, formerly ad- 
vertising manager of Sterling Tele- 
vision Co., has been appointed ad- 
vertising and sales promotion man- 
ager of Direct Mail Envelope Co., 
New York. 


Halliday to Hewitt, Ogilvy 


John C. Halliday, formerly of 
Hicks & Greist, New York agency, 
has joined Hewitt, Ogilvy, Benson 
& Mather, New York, as assistant 
space buyer. 
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Kobak Says Admen 


| Rely Too Much on 


Guesswork, Hunches 


PittsspuRGH, March 3—The trou- 
ble with admen is they depend too 
much on guesswork and hunches 


when they should be using facts. 


Edgar Kobak, president of the 


Advertising Research Foundation, 
/| said the guesswork will have to go, 


giving way to facts substantiated 
by research conducted according to 
sound standards. 

Mr. Kobak, in a talk before the 
Pittsburgh Advertising Club today, 
said that while “millions are spent 
each year for advertising research, 
there is still a lack of research 
standards and uniform methods 
which are needed in any field for 
scientific study.” 


s Mr. Kobak said the ARF is 
working to remedy the situation, 
but that it is “a long-range job.” 

ARF committees, he added, are 
currently working on three major 
projects: A study of radio-TV rat- 
ing methods, one on printed ad- 
vertising rating methods, and a 
third on the analysis of readership 
data developed in ARF continuing 
studies of newspaper reading; farm 
publications and business papers. 


Kansas City Agency Moves 

R. J. Potts-Calkins & Holden, 
Kansas City agency, has moved in- 
to its own five story building at 
2233 Grand Ave. 


Bud Lewis Associates Moves 


Bud Lewis & Associates, Holly- 
wood public relations consultant, 
has moved to new quarters at 6507 


DeLongpre St. 


STAT 


WORCESTER’S 
Record Industrial 


Gosith offer 
The Outstanding 
Sales Opportunity 
in New England 


From 1946 to 1952 .... in 
seven years. ... 263 NEW in- 
dustrial companies started busi- 
ness in Worcester — and these 
263 alone currently pay over 
20 million dollars yearly to their 
5900 employes! This steady, 
solid growth—plus the tremen- 
dous expansion of Worcester’s 
other 500 established plants — 
makes Worcester’s industrial 
gain more than DOUBLE that of 
the national average. 

Your product will get the un- 
divided, buy-conscious attention 
of the compact, high-income 
Worcester market, by consistent 
advertising in the Telegram- 
Gazette — the papers that tell 
and sell— 154,490 of them 
daily, 104,308 every Sunday. 


P WORCESTER — 


TELEGRAM 


1ON WTAG AND WTAG-FM 


WORCESTER, MASSACHUSETTS 


George F. Booth, Publisher 
DAOLONEY, REGAN & SCHAAITT, fac. 


Notional Representatives 
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Redfield Joins 
Picard Agency 


New York, March 5—With the 
addition of LeGrand L. Redfield, 
former board chairman of Dowd, 
Redfield & Johnstone, the 19-year- 

old Picard Ad- 

“8 vertising Co. to- 

day became Pic- 

ard, Marvin & 
Redfield. 

William 5S. 
Marvin, who 
joined Picard in 
1934, has been 
a partner since 
1945. 

Nine accounts 
have moved from 
the Dowd agency 
to Picard, Marvin & Redfield. They 
are: M. Ewing Fox Co.; Gordon- 
Moore Ltd.; Godell’s; Meseck 
Steamboat Co.; Standard Remedy 
Co.; The Edward Petry Co.; Wil- 
liam H. Nicholls Co.; United Tele- 
vision Programs and Woolfoam 
Co. 


L. L. Redfield 


# Mr. Redfield leaves the agency 
which he helped found in 1934 as 
Redfield-Johnstone. He was head 


Richard Picard 


Wm. S. Marvin 


of the radio-television department 
until 1949 when the agency name 
was changed to Dowd, Redfield & 
Johnstone. 

His move is prompted by the of- 


fer of a full partnership at Picard, | 


which he did not have at Dowd, 


Redfield & Johnstone. It was an’ 


offer Mr. Redfield “just couldn’t 
turn down,” AA was told. 

At Picard, he will be executive | 
v.p., an account supervisor and 
radio-television director. Mr. Pic- 
ard continues as president and 
plans board head. 

Other key personnel of Picard) 
continue as partners in the agen-| 
cy, including Sidney Leff, art di-| 
rector, and Florence Lennon, me-| 
dia director. Both have been with | 
the agency more than 20 years. | 

James E. Wilson, who joined. 
Picard Advertising a year ago, has | 
been named assistant to the pres-| 
ident. Mr. Wilson has spent 15) 
years with the Frank Presbrey and 
Kelly-Nason agencies. After World | 
War II, in which he served, he 
was military governor and mayor | 
of Seoul, Korea, for three years. 

The Picard agency affiliate in 
Los Angeles, McCreery & Picard, 
will be continued under its pres- 
ent name. 

No name changes were con-| 
templated at Dowd, Redfield & 
Johnstone. 


Wooster Offers Ad Service 


Wooster Rubber Co., Wooster, 
O., has launched an advertising, 
promotion and merchandising 
service to aid department stores 
in planning spring promotion of 
Wooster’s Rubbermaid housewares. 
The service includes suggested ad 
layout sketches, tying in with the 
company’s national spring ad 
schedule and four-color stuffers 
for mailing with monthly state- 
ments. Ketchum, MacLeod & Grove, 
Pittsburgh, is the Rubbermaid 
agency. 


KGO, San Francisco, Names 2 


KGO, San Francisco radio sta- 
tion, has promoted Paul Scheiner, 
sales manager, to station manager. 
John Hansen, formerly a member 
of American Broadcasting Co.’s 
sales staff at KECA, Los Angeles, 
succeeds him. 


Sof-Foam Starts New York 
Radio and TV Campaign 


The House of Forty-Seven 
Eleven, New York, has completed 
plans for the first advertising cam- 
paign for its new Sof-Foam baby 
oil shampoo, which is designed 
for hair which needs special care. 
The product has been on the mar- 
ket a couple of months. 

Participations will be used on 
the “Jinx Falkenburg-Tex Mc- 
Crary Show” on WNBT, New York 
NBC owned-and-operated TV out- 
let, and on “Dorothy and Dick” on 
WOR, New York radio station. A 
merchandising program for retail- 
ers also is planned. Erwin, Wasey 
& Co. has been appointed to han- 
dle Sof-Foam. 


Schenley Pushes I. W. Harper 


Schenley Distributors Inc., New 
York, will start a promotion for 
I. W. Harper bottled-in-bond 
straight Kentucky bourbon whisky 
in April in Esquire, Life, News- 
week, The New Yorker and Time. 
The same campaign will run in 
newspapers and in beverage pub- 
lications. Kleppner Co., New York, 
is the agency. 


Peace in Chicago: 
Duggan to Resume 
NBC Sportscasis 


Cuicaco, March 
turned to National Broadcasting 
Co. in Chicago this week. The com- 
pany and Tom Duggan, its contro- 
versial local sports commentator, 
announced they had settled their 
differences. 

Also heaving sighs of relief were 
the five sponsors of Mr. Duggan’s 
TV program, “Let’s Look at 
Sports.” Most had indicated they 
were buying the time only because 
of Mr. Duggan, whose caustic crit- 
icisms of sports have won him a 
wide audience. 

The settlement was reached in 
much the same public manner in 
which NBC and Mr. Duggan part- 
ed company a week ago. They sep- 
arated as a result of statements 
Mr. Duggan made Feb. 11 on his 


TV program about James Norris, Workers Union summer resort in| 


Forest Park, Pa. Present plans call | 
| for newspapers, theater and con- 


president of the International Box-| 
ing Club (AA, March 2). 


5—Peace re-| 


| 


On Tuesday this week, NBC re- 


| viewed the dispute for its listeners. 


It said Mr. Duggan’s statements 
Feb. 11 “went beyond the bounds 
of propriety” and that it “regret- 
ted” its facilities were used in vio- 
lation of station policies. 

The following day, NBC an- 
nounced Mr. Duggan would re- 
sume his radio and TV sports pro- 
grams starting with his television 
program Sunday, March 8. 

Mr. Duggan, reached at Wesley 
Memorial Hospital where he un- 
derwent an operation for removal 
of his appendix, confirmed he 
would return. He said NBC's state- 
ment Tuesday was “a company 
statement” and that in returning 
his editorial rights would “not be 
infringed.” 


Unity House Names Howard 


Lloyd S. Howard Associates, 
New York, has been named to han- 


dle advertising for Unity House, 
|International Ladies Garment 


65 


cert programs. Buchanan & Co., 
New York, the former agency, con- 
tinues to handle all other ILGWU 
advertising. 


2 Join ABC Radio on Coast 

Tom Wright, formerly with 
Young & Rubicam in New York 
‘and Chicago, and Robert P. Hardin, 
previously on the editorial staff of 
the Honolulu Star-Bulletin, have 
joined the  publicity-promotion 
staff in the radio department of 
American Broadcasting Co. in 
Hollywood. 


users oF PASTE-UP-TYPE 
Hew to get hand. Ciened, effects fiber thor 
uml pel up fom, mtu of ay 


| fonda HAND LETTERIN 


al, pennirs pon werd | 
4 ue tore minure stvues £4 


4 WHITE FOR LITERATURE » TAAL SAMPLE a 


UNITIZED LETTERING 


Dey G, 15 We 4b STREET: NEW YORK 36,NY 


Redbook increases 


its Cireulation guarantee and 


adjusts advertising rates 


@ Reflecting the most current developments in its publishing operations, Redbook 
Magazine announces an increase in its guaranteed annual average net paid circulation 
from 1,950,000 to 2,000,000. Advertising rates have been increased an equivalent 
21% percent, effective with the issue of August, 1953. 


This rise in guaranteed circulation delivery maintains the progress embodied in 


| increases effectuated in 1951 and 1952, and brings the three-year gain to a total of 
| 200,000. It follows Redbook’s attainment of a 50-year circulation peak in 1952 with an 


| 


| annual average of 2,010,000 and an average for the last six months of 1952 of 2,040,000. 


While it is undeniable that some publications have recently experienced circulation 


difficulties in the face of sharp competitive elements, Redbook has continued to 
find public acceptance increasingly strong. Gains have been registered in both 
newsstand and subscription sales, and it is notable that subscription revenue per copy 


is presently higher than at any other time in this magazine’s history. 


Redbook’s circulation growth is the more conspicuous because of its increase in 
single-copy price from 25¢ to 35¢ in August, 1951—a move subsequently made by 
other major publications. It is also significant that the gain in sales to the public was 
not retarded by a specialization in audience appeal which was instituted in 1949, 
when Redbook was re-oriented as “The Magazine for Young Adults.” Thus, even 
though 71.2 percent of newsstand buyers are now persons under 36 years of age, total 


sales have grown despite the loss of older persons who were former buyers. 


The scale of quantity and frequency discounts instituted a year ago will be maintained, 
since this practice has resulted in advertisers increasing the continuity of their 
schedules in the interest of making their selling efforts more effective. 


In view of today’s high publishing costs, Redbook does not consider extravagant 


circulation over-deliveries to be realistic, but it is definite that the enlarging demand 


for this magazine assures a bonus of circulation to advertisers at the new rate base. 
Itt. po Piya PUBLISHER 
“Reg TAL YEARS THE VITAL MARKET 


America’s ONLY Mass Medium for Young Adults 
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THE PROE IT 


COMBINATION 


for YOUR products! 


Purses, billfolds and check- 
books that seem locked can 
be opened when you use the 
PROFIT Combination. Fami- 
lies—the lifeline of America’s 
business, will buy your prod- 
ucts when you sell them 
through media they believe in 
... media they respond to... 
media proved successful year 


after year! 


Open new horizons for your 
accounts receivable by ad- 
testing the Our Sunday Visi- 
ter-Register UNIT—the com- 
bination of two great na- 
tional weeklies. Benefit from 
the buying power and high- 
volume ad response other me- 
dia envy. 


IT’S YOURS!—this vast 
coast-to-coast market of larger- 
than-average families but only 


through this Combination 


UNIT. 


Send today for helpful facts 
and information, Just write, 
wire or telephone for money- 
making information about 
this vast family market you 
may be overlooking! 


1,918,885 


WEEKLY CIRCULATION 
(June 30, 1952) 


lal Visitor 


se Unit 


NATIONAL REPRESENTATIVES 


(0 Bertolet Co, ine 


@aer 


i 


cenmtraart ¢- 


Along the Media Path 


e New England’s first u.h.f. sta-| presentation of facts and statistics 
tion, WKNB-TV in Hartford, has|of interest to advertisers. Figures 
been on the air only three weeks are presented for 1952, with com- 
but already has an audience of parison for other years. 
more than 40,000 families. The, The table of contents covers 
Channel 30 station, the first in| market facts, population, buying 
Hartford, reported a count of 36,- power and income, retail sales, 
647 sets Feb. 25 and estimated 18,- | newspaper circulation, industria] 
265 more will be in by March 25|employment, distribution and 
(including new sets and conver- facts on the South Bend Tribune, 
sion of others for ultra high fre-| the town’s only newspaper.’ 
quency reception). The CBS-TV The section on the newspaper re- 
affiliate believes this is the most) veals that Tribune circulation has 
rapid growth for any u.h.f. audi-|reached the highest point in its 
ence anywhere. | history —105,346. 

Retail sales in South Bend were 
e Media are giving mailmen more again ahead of the rest of the 
gimmicks to tote these days. WIBW, | country—the community’s _ sales 
Topeka, has sent admen a plastic|since 1939 have increased 337% 
pie crimper, to which is attached | as compared with a 260% gain 
a message about it being as easy for the entire country—and per 
as pie to increase Kansas sales| family income in 1951 was $6,533 
using you-know-what station. Time |as compared with $4,929 for all of 
has mailed medals to prospects the U. S. 
depicting its favorite man—‘“the 
Man in 1'wo Positions to Buy’—at|e Further information for adver- 
home, on one side, and at the of-|tisers is contained in American 
fice, on the reverse face. Canadian| Home’s 30th Reader-Consumer 
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| McCall’s last quarter in 1952)}e WJZ, New York, has changed 
was its biggest circulation quarter its call letters to WABC, and WJZ- 
—4,488,000. And the second six TV becomes WABC-TV. 

months of 1952 was its largest) 

circulation period for any six e Better Living brings its total 


months in its history—4,446,000. 
Advertising gains: Department 
Store Economist reports it carried 
45 new advertisers during the first 
three months of 1953. The March, 
1953, issue is ahead of the same 
month iast year by 21 advertising 
pages, or 20.3%. Everywoman’s 
Magazine says it showed the great- 
est gains of any woman’s maga- 
zine during 1952—-153.93 pages or 
45% gain over the same period of 
1951. The New York Herald Trib- 
une recorded the largest advertis- 
ing volume in 19 years for its 56- 
page tabloid “World Travel Guide” 
section, published Feb. 22. Progres- 
sive Farmer has announced that 
it showed a 12.7% gain in adver- 
tising linage for the first three 


sponding period of 1952. In 1952, 
it adds, it led all farm magazines 
in advertising pages and linage. 
Woman’s Day’s March issue had 
a revenue increase of 11% and a 
linage. increase of 11% over the 
same issue of last year. 


months of 1953 over the corre- | 


number of retail outlets up to 635 
this spring when it adds Childs 
‘Food Stores (50 supermarkets in 
Texas, Louisiana and Arkansas) 
and 30 Hyde Vredenberg food 
‘stores with headquarters in Iowa. 
‘Childs formerly carried Every- 
/woman’s Magazine, but will sell 
Better Living exclusively, starting 
with the May issue. Hyde Vreden- 
berg will carry both publications. 


e McCall’s March issue contains 
a special bonus feature, a 16-page 
“Picture Book of Decorating Ideas.” 
The magazine says this is the first 
‘time a woman’s service magazine 
has used the technique of b&w 
line drawings with two colors on 
newspaper stock. 


e A new advertising service, AD- 
viser Plan, is being offered by 
American Lumberman & Build- 
ing Products Merchandiser. The 
section, included in each issue of 
the bi-weekly, offers readers ad- 
vice on preparing effective news- 
‘paper ads, direct mail, handbills 


Homes & Gardens, meanwhile, has 


sent out some wooden paint stirrers |tions as: 


to make it clear that you can “stir 
up more sales” for paint, hardware, 
etc., in Canada by using its pages. 


Panel report. It covers such ques- 
Do the families enjoy 
trying out new dishes? (three- 
fourths of the panel members said 
‘yes and 80% reported they en- 


e Department of Rural Elucida- and other printed materials. A 

tion: ‘mat service at a small cost is of- 
KMM4J, Grand Island, Neb., and | fered also. 

KXXX, Colby, Kan. (Farm &| 

Ranch Radio), are offering a e The new Public Affairs Center 

series of 14 public service pro-|on the campus of Wesleyan Uni- 


\joyed cooking the dishes them- 
e American Hairdresser’s March selves) and data on vacations 
issue is scented with Coty’s Emer- | (60% actually took a trip on their 
aude and is being mailed in special | last vacation). 
wrappers so that the perfume will | 


be retained while traveling through | eDepartment of claims and boasts: 


the mails. The magazine says this | Circulation gains: Ladies’ Home 
is the first time a trade publication Journal’s circulation in February 
has scented its pages. exceeded 5,000,000, making it the 

\fourth consecutive month the mag- 
e The South Bend Tribune has is- azine has topped that figure. This 
sued a new edition of its market | is the highest circulation ever 
data book, “Test Town U. S. A.” achieved by a magazine edited for 
As usual, the book gives a graphic: women, LHJ says. 


American Aviation makes a 


an + 


in TWA’s 15th Nationwide 


Aviation Writing Competition 
Sept. 15, 1951 to Sept. 15, 1952 


Technical Division, Operation and Development, 
James J. Haggerty, Jr., Military Editor 


G>. PRIZE 
¢)-. PRIZE 


Technical Division, Sales and Promotion, 
Eric Bramley, Executive Editor 


Technical Division, Business and Financial, 
Wm. V. Henzey, Transport Editor 


AND 
SWEEPSTAKES TECHNICAL CLASS 
AWARD for consistent excellence 


in aviation reporting. 


For over 15 years 
AA's Staff has won 


Editorial Awards 


than all other aviation 
magazines combined! 


READERS AGREE—witness 


American Aviation's circulation 


climb to 24 000 
F 


Wayne W. Parrish, Editor ond Publisher 
« Semi-Annual Directory 
over Advertising Offices 
Est. net paid. 


*e @: + Daily + Bi-weekly 
fe 480) =. =6* 6 Monthly Airline Guide 
* Daily Traffic News 
1025 Vermont Ave., N.W., Washington, 0.C. 
Le Guardia Airport, New York City 
Phone: ILlinois 7-4100 


grams, ‘““The Ranch & Farm Profit 
Series,” featuring 40 speakers of 
regional prominence on rural mat- 
ters. 

Successful Farming has done a 
magnificent job with a finely il- 
lustrated, written and produced 
48-page booklet, “Successful Farm- 
ers—a pictorial study of a Mid- 
west farm community representa- 
tive of the market available to ad- 
vertisers in Successful Farming.” 
Through photographs and explana- 
tory text it gives an _ intimate 
glimpse of the lives and ways of 
individual families as well as 
entire communities. 

The brochure sent out for 
Hoard’s Dairyman’s 23rd annual 
| cow judging contest for advertis- 
\ing men incorporates the prin- 
ciples of cow judging as an educa- 
‘tion for the earnest adman. There 
are ten points about the cow’s 
physique to be taken into con- 
sideration, if you want to know. 
The contest ended March 9. The 
winners in placing the cows in 
Ist, 2nd and 38rd place, get aged 
longhorns of American cheese. 


versity, Middleton, Conn., estab- 
lished through a $250,000 gift from 
the Surdna Foundation, also will 
house a Press Archive, established 
with a $5,000 grant from the Gan- 
nett Foundation. 


e To celebrate its 3lst year, WOR, 
New York, has published a mimeo- 
graphed history of its growth. 


Evans to West End Brewing 


| Richard Evans, formerly mar- 
|keting and merchandising con- 
|sultant for the Can Mfg. Institute, 
| Washington, has been appointed 
‘general sales manager for West 


'End Brewing Co., Utica. 


Shelby Cycle Names Will Inc. 

| Shelby Cycle Co., Shelby, O., bi- 
cycle manufacturer, has appointed 
| Will Inc., Cleveland, to handle its 
|advertising. Previously, Carpenter 
Advertising Co., Cleveland, had the 


| account. 


St. Louis Agency Moves 

_ Warner, Schulenburg, ‘lodd & 
_ Associates, St. Louis, has moved to 
‘new quarters at 8029 Clayton Rd. 


anything 


I 


Anything, that is, concerned with the production of printing 
and right on down to getting it into the loving arms of the 
post office. Are we kidding? Occasionally a customer thinks 
we must be and is his face red when we turn up with copy, 
art, plates, and addressing service and a postal permit to 
dispatch his vicarious brain child to throngs who rush to buy 
from him. It’s magic to the oft disappointed, oft frustrated 
advertising department but to us it’s just old hat —an old 


hat from which we have lifted 
Take a card — any card. 


many a lovely white rabbit. . . . 


carl gorr printing company 


1801 W. Byron St., Chicago 13, lll. : Bittersweet 8-1331 
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Thiele Tells Why 
Tea Council Has 
Switched to TV 


(Continued from Page 1) 


to be “refreshing.” Closely follow- 
ing the “refreshing” idea is the 
fact that “tea completely quenches 
thirst—doesn’t leave you thirsty.” 

“The most popular headline 
was ‘The Summertime Refresher 
That Doesn’t Leave You Thirsty.’ 
It seems this statement quickly 
confirms what people already feel 
about iced tea. It sums up the 
negatives they feel for sweet, sticky 
competitive drinks and finds com- 
plete agreement in the minds of the 
great majority of those inter- 
viewed,” Mr. Thiele reported. 

Other copy ideas with varying 
appeal were “light, clean taste,” 
the no-calorie story, and how to 
prepare tea drinks. 


a With the sales message thus 
blue-printed, Mr. Thiele said the 
iced tea TV film spots will follow 
the pattern of the hot tea films. 
They will open with a cartoon se- 
quence and go into full screen 
pictures of a pitcher of iced tea be- 
ing poured into ice-filled glasses, 
“featuring the product in its most 
appetizing form.” The spots will 
have a jingle and a light musical 
accompaniment. 

The major theme will be “The 
Summertime Refresher That 
Doesn’t Leave You Thirsty” with 
minor emphasis on flavor, econ- 
omy, no calories, and tea brewing 
instructions. 

Mr. Thiele said the decision to 
use Garroway’s “Today” stemmed 
from a number of reasons. “It is 
broadcast from 7 a.m. to 9 a.m. 
each weekday and has an excellent 
record as a selling medium. The 
program compares favorably on a 
cost-per-viewer basis with other 
daytime shows. = has long been 
recognized that people respond 
readily to personal sell-ins. Tele- 
vision provides the ideal medium 
for the projection of warm friendly 
personalities into millions of 
homes,” he said. 


= In the agency’s view, the timing 
of the Garroway program has two 
pluses: (1) it reaches homes at 
a good time to emphasize service 
suggestions for iced tea; (2) the 
number of viewers per set is high- 
er than a any other hour during 
daylight hours. “This increased 
number of viewers per set is due to 
the presence of men before they 
leave for work,” said Mr. Thiele. 

The agency man explained that 
the marketing strategy for this 
year “is to sell iced tea where the 
people are.” As a result, ad funds 
will be allocated in general rela- 
tion to population. About 30% of 
the budget will be spent in the 
South and the remaining 70% in 
areas outside the South. 

“This split will provide sufficient 
funds to cover the major mar- 
kets of the South while placing the 
bulk of the advertising effort 
against the areas of greatest unde- 
veloped potential,” he said. 


® Using slides, Mr. Thiele showed 
that 66% of the U.S. population 
drinks some tea. This average takes 
into consideration extremes like 
83% of the East South Central 
area and 47% in New England. On 
the average, iced tea is used 4.67 
times a week, he said, with the 
greatest frequency being regis- 
tered in the southern regions. 

At this time southern areas ac- 


count for almost half of the total | 
sales of iced tea. The East and West | 
South Central and South Atlantic | Mr. Cousins, 


regions consume 46% of all iced 


tea, although they contain only |lbs. of tea bags. “Most of the 6% 
25% of the U.S. population. But' gain in the market traced to an 


iced tea “has not tapped its full, 
potential” outside the South, since, | 
for example, the North Central | 
area, with 30% of the population, | 
consumes only 25%, and the 
Middle Atlantic region with 23% | 


of the people consumes only 15%. | 


s Mr. Thiele outlined the market- | 
ing strategy of Coca-Cola “as it| 
relates to the iced tea problem.”| 
Coca-Cola, he said, has a per capi- | 
ta consumption similar to that of 
iced tea. 

“It is important to note,” he 
said, that “Coca-Cola’s advertising 
follows a media pattern whose 
major impact is delivered in a 
fairly direct relation to population 
and retail sales volume in general, 
not concentrated in areas of major 
per capita consumption. 

“In 1952,” he continued, “Coca- 
Cola advertising appeared in 22 
general magazines whose circula- 
tions tend to pile up most heavily 
in the eastern and central areas 
of the country. On radio, their 
Charlie McCarthy program on 210 
CBS stations and Mario Lanza on 
193 NBC stations reached into all 
areas of the country. 


® “Coca-Cola’s newspaper adver- 
tising appeared in 101 cities,” he 
continued. “These cities comprise 
no special regional or geographical 
concentration. They are primarily 
the cities of major population. 
Their outdoor advertising is also 
distributed parallel to population, 
rather than being concentrated in 
the South. 

“Thus, although the consumption 
pattern of Coca-Cola resembles 
that of iced tea, being much 
heavier relatively in the South, 
their advertising impact is di- 
rected primarily against the more 
heavily populated areas where the 
potential is greater in terms of new 
customers and increased frequen- 
cy.” 


® After reviewing the Coca-Cola 
advertising, Mr. Thiele said it was 
good business for brands of tea to 
compete with other brands where 
the market for tea has already 
been developed. 

“On the other hand,” he con- 
cluded, “the purpose of industry 
advertising for tea is to place tea 
in competition with other bever- 
ages where other beverages are 
sold and thus develop new custom- 
ers for the industry. Iced tea must 
compete for a larger share of the 
total beverage market. The mar- 
keting strategy for 1953 is to sell 
iced tea where the people are.” 


‘52 TEA SALES REACHED 
ALLTIME HIGH: COUSINS 

New York, March 4—Tea sales 
to consumers last year reached an 
alltime high of 72,600,000 lbs.—an 
increase of 6% over the 69,300,000 
Ibs. sold in 1951, according to War- 
ren J. Cousins, v.p. of A. C. Niel- 
sen Co., Chicago. ° 

Mr. Cousins, speaking before the 
Tea Assn. yesterday, listed six fac- 
tors which contributed to the gain. 
They were: 

1. “More aggressive promotion of 
tea with special offers to the con- 
sumer.” About 3,500,000 Ibs. of tea 
in special factory packs were sold 
in 1952—about 5% of all tea sales 
through food outlets. Before 1951, 
he said, special consumer offers 
“were almost negligible.” 


@ 2. More effective store work and 
merchandising. 

3. A higher level of major media 
advertising expenditures during 
the past several years, both by 
processors and the Tea Council. 

4. Above-normal temperatures 
last summer, helping iced tea sales. 

5. Increased population. 

6. Increased consumer income. 

Total sales of 72.600,000 Ibs., said 
included 41,200,000 
Ibs. of packaged tea and 31,400,000 
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NEWARK, 
advertising will have to be mer-| 


-_ ae Industrial Advertisers Need More 
_ emg uated Merchandising, Crain Tells Group 


Mareh 4—lIndustrial sales promotion talents, especially 


when they are combined with 


chandised more effectively at all merchandising abilities which 
levels where selling effort is being | squeeze extra values out of every 


expended, G. D. Crain Jr., presi-| 


Inc., told Industrial Marketers of. 


| New Jersey here last night. | 
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SUN SELLER—This is Marge Wilson, Univer- 

sal movie starlet. It is also a preview of 

some of the shots Chicago & Southern and 

Delta Air Lines will use to promote sunny 

Caribbean vacations this year. Burke Dow- 
ling Adoms is the agency. 


11% increase in tea bag sales, al- 
though a moderate 3% gain was 
also reported for packaged tea, 
thus reversing, at least temporar- 
ily, a long-term downward trend.” 


= He said Nielsen data showed 
that tea bags represented 43.3% 
of total sales through food stores 
during 1952, as compared with 
41.6% in 1951. In 1948, the tea bag 
share was 34.5%. Converting pound 
sales to cups, he said that cup sales, 
at 20.1 billion, were 7% higher in 
1952 than in 1951, as compared 
with a 6% gain in pound sales. 

Mr. Cousins cautioned that since 
tea sales last year were helped 
“considerably” by heavy promo- 
tion, more advertising dollars, 
warmer weather and _ increased 
buying power, some of these 
factors might not be present in the 
same degree this year. 


Industrial Admen 
Think ‘Sex Has 


Its Place, But’ 


(Continued from Page 1) 
men in any other walk of life. 
Perhaps even more so. 

Many who think cheese cake 
irrelevant, immaterial and imper- 
tinent to sound product advertising 
in the industrial field also regard 
it as disturbing, diverting and dis- 
tracting. 

If industrial advertisers were 
either insensitive or immune to 
sex appeal, it was pointed out, the 
majority would be bachelors, 
which they are not, or they would 
be less vehement in their protests 
against the use of women’s win- 
ning wiles in industrial ads. 

However, the authorities on in- 
dustrial exhibits were unanimous 
that pretty girls, trade gimmicks 
and souvenirs are all wasted on 
people who attend trade shows. 
Pretty girls are not business get- 
ters, they said, unless they are also 
capable demonstrators of equip- 
ment. Even then, it was said, the 
girls tend to distract attention 
from the equipment. 


® The business paper group agreed 
that sex appeals in industrial ad- 
vertising are “cheap, frivolous and 
immature” and are “affronts to 
the intelligence of serious men 
seeking important product infor- 
mation.” 

But the record also shows that 
every man who condemned sex in 
industrial advertising qualified his 
remarks with such phrases as “sex 
has its place but...” 
not opposed to good 


cation. 


or “I’m | ting first call on the interest and 
looking | enthusiasm of buyers as well as 
dames...” or “don’t misunderstand | sellers. 


me, in the consumer field. . .” And | 
the laughter became louder and competitive selling,” 
more infectious with each qualifi- pointed out, “management will put 


Speaking at the dinner meeting 


>i concluding all-day panel sessions, 


on industrial marketing, the pub- | 


‘lisher of ApveRTISING AGE and In-| 


dustrial Marketing declared that 
with “today’s management con- 
fronted with the difficult prob- 
lem of maintaining both sales and 
profits, advertising must take off 
its coat, roll up its sleeves and get 
in and pitch. 

“Industrial management was 
never so marketing minded as to- 
day,” he continued. “The job is 
not to sell advertising to manage- 
ment, but to show how it fits into 
an over-all program which will 
produce volume sales at reason- 
able cost. 


e “Management has its ears wide 
open for such proposals, not be- 
cause management.is either for or 
against advertising as such,” Mr. 
Crain said, “but because it is in- 
terested only in dynamic sales and 
advertising ideas that will enable 
it to reach its goals. 

“Let’s face it,” he said. “Adver- 
tising alone does not assure satis- 
factory sales results. The entire 
marketing operation may be set up 
on a logical and efficient basis, but 
very often something else is need- 
ed to spark action at the buyer 
level, to capitalize all the favorable 
impressions which have been cre- 
ated by advertising and sales pro- 
motion. 

“This kind of strategy, perhaps 
better known in the general ad- 
vertising field than among indus- 
trial advertisers, is called mer- 
chandising. It is the trigger that 
activates the entire process, and 
provides the strategic element 
which enables sales organizations 
to cash in on advertising in a big 
way. 


s “Two things are needed for suc- 
cessful merchandising,” the pub- 
lisher of AA said. “First, a mer- 
chantable idea that makes the 
product and the advertising ex- 
citing news, and secondly, imag- 
ination and showmanship in pre- 
senting it to the sales and dis- 
tribution organization. 

“The first job is to sell the pro- 
gram to your own organization,” 
Mr. Crain .pointed out, “not just 
in terms of information about 
where the advertising is running, 
but by dramatizing its impact on 
markets and buying groups. 

“Why specific sales appeals have 
been developed, why campaigns 
are being run in certain fields, how 
buyer interest is being measurably 
stepped up, all these things have 
meaning for salesmen. 

“The story should be put on the 
road,” Mr. Crain said, “with the 
impact of the advertising campaign 
sold to dealers and distributors 
and to their sales organizations, 
along with a specific plan for mak- 
ing advertising work harder for 
everybody connected with the sales 
operation. 


s “We live in an age of showman- 
ship,” he said, “and industrial ad- 
vertisers who are putting show- 
manship to work, along with solid 
values in terms of product design, 
manufacture and service, are get- 


‘During the next decade of 
Mr. Crain 


dollar of expenditures in this field. 

“Men who know their business 
in total, and who look on market- 
ing as one integrated process in 
which all of the specialized func- 
tions play important roles, will be 
able to make plans which will give 
industrial advertising greater val- 
ues than ever before known, be- 
cause they will utilize the catalyst 
of creative merchandising.” 

In closing, Mr. Crain predicted 
the next decade will be notable for 
increased competition, a greater 
volume of industrial advertising, 
promotion of more industrial ad- 
vertising men to the ranks of man- 
agement, and development of new 
promotion ideas which will acti- 
vate entire selling operations. 


® Highlights of the all-day panel 
sessions, which started with a 
luncheon, include the following: 

H. B. Sharer, sales training spe- 
cialist of United States Rubber Co., 
luncheon speaker, declared too 
many salesmen make the mistake 
of selling products instead of what 
products will do. He demonstrated 
with a number of tricks and gim- 
micks the importance of getting 
prospective buyers to understand 
and believe what a product will do 
by means of practical demonstra- 
tions, 

At the panel on trade shows, pet 
peeves expressed were: high pres- 
sure salesmanship; small booths; 
attendants who can’t answer ques- 
tions; over-emphasis on pretty 
girls instead of product informa- 
tion, and too many cocktail parties. 

The panel included Elliott Char- 
lop, advertising manager, S. Blick- 
man Inc., moderator; Frank Cur- 
ran, purchasing agent of the same 
company; A. P. Moore, E. I. du- 
Pont de Nemours & Co., and Antho- 
ny Eckert, director, Perth Amboy 
Hospital. 


s The panel on publication adver- 
tising brought out that advertise- 
ments are frequently read before 
editorial contents in business pa- 
pers; that the average advertising 
manager gives one to four hours to 
reading business publications; that 
color ads are preferred to b&w; that 
position catches the eye but con- 
tents of an ad is what holds inter- 
est; and that industrial buyers 
want facts about products and 
what they will do, and regard sex 
appeals as out of place in business 
publications, 

Panel members included Karl 
Mayers, Purolator Products, mod- 
erator; Joseph Van Nest, of same 
company; Gustie Stevenson, Con- 
mar Products Corp.; John Patter- 
son, National Oil & Supply Co., and 
Frank Hausman, Esso service sta- 
tion operator. 


® Ten exhibitors received awards: 
Purolator Products, for the most 
original mailing piece; Ever Ready 
Label Corp., most original sales 
promotion idea; S. Blickman Inc., 
exhibit booths; Cooper Alloy 
Foundry Co., publicity; Hyatt 
bearings division of General Mo- 
tors Corp., for best individual ad- 
vertisement; Allan B. DuMont 
Laboratories, best advertising cam- 
paign; Diehl Mfg. Co., best catalog; 
N. Y. Belting & Packing Co., best 
direct mail campaign; Worthington 
Corp., best external house maga- 
zine, and DuMont again, for the 
best internal house magazine. 


‘Trib’ to Adopt New Width 


The Chicago Tribune will adopt 
a new column width of 11 picas 
6 points, effective June 23. Maxi- 


a high price on advertising and 


mum measurement for a b&w page 
will be 15% by 22 11/16”. 
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This Week in Washington... 


Tobey Recovers from ‘Bad Move’ 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, March 5—The an- 


nouncement that Sen. Charles 
Tobey (R., N. H.) is going on 
WCBS, New York, at $200 a week 
was a matter of more than passing 
concern to those who believe pub- 
lic officials should never be in a 
position where their objectivity can 
be questioned. 


What threatened to be a serious | 


situation was saved today by Sen 
Tobey’s announcement that all his 
pay will go to charity, and a par- 
allel announcement by CBS that 
his commentaries will be taped and 
made available to other stations 
without charge. 

Superficially, WCBS seemed to 
have made a wonderful buy, even 
on a sustaining basis. The senator 
is a colorful figure, and he speaks 
with authority, for he is selling 
exclusive rights to his views on the 
investigation of waterfront rackets 


THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


“DAKOTA 


FARMER 
Dakotas Own Magazine 


ABERDEEN, SOUTH DAKOTA 
JP. MALONEY, Advertising Manager 
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—an investigation which the people 
of the U. S. 
make. 


The situation was delicate be- 


‘cause Sen. Tobey happens to be) 


chairman of the committee which 
handles radio legislation and su- 
pervises the activities of the Fed- 
eral Communications Commission. 
In the past, the committee inter- 
vened in many issues of impor- 
tance to broadcasters. For exam- 
it probed the clear channel 
controversy, helped frustrate the 
commission’s plan to ban news- 
paper ownership of stations and 
goaded FCC into its ill-fated hear- 
ing on color television. 

By linking himself financially 
with a major broadcast organiza- 
tion, the chairman might very 
easily have embarrassed an impor- 
tant committee of the Senate. 
Recently, for example, Sen. Tobey 
talked of probing the ABC-Para- 
mount merger and reopening the 
investigation of color television. 
Whatever the committee does or 
doesn’t do on these matters, or on 
other matters of importance to 
broadcasters, inevitably would 
have come under a cloud if the 
original deal had been allowed to 
stand without complication. For 
there would always have been the 
question: How does this hit the 
chairman’s bankroll? 


Senate Republicans are finding 
it particularly difficult to agree on 
the future of legislation authoriz- 
ing wage and price controls. 

President Eisenhower is dis- 
mantling the controls program. 
But a number of prominent Re- 
publicans, led by Sen. Homer 


|Capehart (R., Ind.), feel the Pres- 


ident should have power to rees- 
tablish controls in the event of an 
emergency. 

Originally, Sen. Capehart sug- 


The Men Who Move the Goods 
are §24-a-year Subscribers 


to TRAFFIC WORLD 


+e For 18 years I have looked each week to 
Traffic World and today it is more indispensable 
to me and my department than ever. Its up-to-the- 
minute reporting makes it possible to keep abreast 
of trends in transportation by me and eight others 


on my staff who read each copy. 


We consider Traffic World our “Traffic Bible” and 


H. E. Bingham 


Director of Traffic, 
Spencer Chemical Co. 
Past-President, 
Kansas City Traffic Club 


there is nothing else like it from the standpoint of 


service and use. 99 


Mr. Harold Bingham, one of the transportation leaders 
of the country, is another typical reader of Traffic 
World. He is not only a key man in his industry but 


also a key man in his company. 


He is part of a greatly expanding chemical industry 
and his company relies heavily on him not only trans- 
portation-wise but also in shaping its future marketing 
and sales policies. His work has to do with the distri- 
bution of dry ice into the Southwest, distribution of 
fertilizer and fertilizer materials in the Midwest, South 
and Southwest and the distribution of heavy industrial 


chemicals throughout the entire United States. 


It is men like Mr. Bingham that you cultivate effec- 
tively and economically through the advertising pages 
of the forty-six year old Traffic World, It’s a $24 a 
year publication; subscription renewal 90%; circula- 


tion is ABC. 


There is no obligation to our sending you complete 
details on Trafic World's market. Write us today. 


Published Weekly Since 1907 


22 West Madison $t., Chicago 2, Ill. 


821 Market St. 
Son Francisco 3, Calif. 


Se = 


253 Broadweoy 
New York 7, N.Y. 
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Get Your Free Copies 


Based on shipper and carrier field 
interviews, the most popular series 
on freight selling ever published. 
3 booklets contain first 22 articles 
reprinted from Troffic World and 
additional instaliments currently 
running. Each booklet distributed 
to over 50,000 on request. Adver- 
tising ond sales executives find doto 
in booklets helpful. Get your free 
copies of first three and ask to be 
put on list for future booklets. 
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gested 
maintain a skeleton organization, 


that the administration 
ready to restore controls at the first 
signs of a dangerous upswing in 
prices. Other Republicans, includ- 
ing the majority leader, Sen. Rob- 


are paying him to| © 4: Taft (R., O.), are firmly 


against this. They see standbys as 
a dangling sword. “Every time a 
price moves upwards, somebody 
would be running to the White 
House crying for controls.” 

At hearings this week, Sen. 
Capehart’s supporters indicated 
they are prepared to settle for a 
simple resolution which would en- 
able the President to freeze prices 
and wages for 60 to 90 days in the 
event a need developed. 

The Taft group remains indif- 
ferent. “We could pass that kind of 
bill in less than 24 hours if it were 
needed,” they say. “What would 
be accomplished by cluttering up 
the statute books?” 

. . * 


The House ways and means com- 
mittee will go through the motions 
of holding hearings on proposals 
to reduce excise taxes, including 
theater admissions, and taxes on 
fur coats. Committee members feel 
there are potent reasons for reduc- 
ing these levies, which are pegged 
at present levels until April 30, 
1954. But this is a case where right 
isn’t likely to triumph. The ways 
and means committee is up to its 
knees in the fight over personal 
income taxes. It couldn’t reduce 
excises without finding a substitute 
source of revenue. 


The theater industry has given 
Federal Communications Commis- 
sion an opportunity to dump the 
theater TV hearing, by offering to 
compromise for assurance that 
FCC will agree to the establish- 
ment of common carriers that will 
devote “themselves exclusively to 
theater networking. 

Theater people engaged a lot of 
high-price legal talent only to dis- 
cover what any informed Washing- 
ton expert could have reported 
from the start—that FCC would 
not give away scarce TV channels 
for the private use of a group of 
entertainers. 

Despite the ill omens, reported 
here and in many other publica- 
tions during the past several years, 
theater people marched innocently 
into a hearing last month. They 
suggested the face-saving com- 
promise after FCC interrupted the 
hearing and instructed them to 
clarify their demands. 

* * 
The National Assn. of Margar- 
ine Manufacturers has issued an 
angry statement denouncing milk 
producers who have been suggest- 
ing that the government unload its 
butter stockpile at bargain base- 
ment prices. 
Already badly overstocked with 
the highly perishable table spread, 
the Eisenhower administration is 
committed to continued support of 
butter, now selling at about 75¢ 
a pound. Some dairy people have 
been suggesting that the govern- 
ment sell its butter at prices which 
compete with margarine. 
Margarine people say they have 
no objection to the government 
support program for butter but 
they would resent dumping “at the 
expense of the taxpayers and 
without regard to competing prod- 
ucts and their producers.” 
One observer, who had been ex- 
amining margarine’s rising sales 
curve, pointed out that margarine 
people have every reason to ap- 
preciate the government’s support 
plan for butter. “By spending the 
public’s money to keep butter at 
75¢, the government indirectly 
subsidizes the margarine industry,” 
he observed, “for the public will 
go on buying margarine at 30¢.” 
The butter situation is a matter 
of grave concern to Republican 
senators. One administration leader 
is expressing fear that the spoilage 
will dwarf the recent potato scan- 
dal. 


DALLAS REPS—Lined up for their first official photograph are the new officers of 

the Dallas chapter, American Assn. of Newspaper Representatives. From left they 

are Wiley Stewart, Scripps-Howard Newspapers, national director; David Rutledge, 

Katz Agency, ¥.p.; Sloane McCauley, Branham Co., secretary-treasurer, and Al 
Howe, Burke, Kuipers & Mahoney, president. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Feb. 7, 1953 


All figures copyright by A. C. Nielsen Co. 


Total Homes Reached Program Popularity* 
Homes Homes 
Rank Program (000) | Rank Program (%) 
1 I Love Lucy (Philip Morris, CBS) ....15,130} 1 I Love Lucy (Philip Morris, CBS) ..... 73.0 
2 Colgate Comedy Hour (NBC) ....... ,245| 2 Godfrey's Talent Scouts (Lever- 
3 Arthur Godfrey & Friends (Liggett rE arr 64.0 
© Myers, CBG) oc scsiccscccccee 1,080} 3 Colgate Comedy Hour (NBC) ......... 57.9 
4 Buick Circus Hour (CBS) .......... 10,612| 4 Texaco Star Theater (NBC) ......... 57.7 
5 Arthur Godfrey & Friends (Toni 5 Buick Circus Hour (CBS) ............ 56.5 
SS SRO errr 10,162| 6 Arthur Godfrey & Friends (Liggett 
6 Texaco Star Theater (NBC) ........ ,904 kh. . *.. 225A Aree 55.9 
7 Dragnet (Liggett & Myers, NBC) ... 9,603; 7 Arthur Godfrey & Friends (Toni 
8 You Bet Your Life (DeSoto-Ply- ee errr 49.3 
—" SS rer 9,433) 8 Dragnet (Liggett & Myers, NBC) ..... 48.9 
9 Arthur Godfrey & Friends (Pillsbury 9 Arthur Godfrey & Friends (Pillsbury 
Se, ME, 4atkcds oshcieacas ts 322 TS cna BE bes are oes ne ¥4 47.8 
10 Fireside Theater (P&G, NBC) ...... 9,176 10 Fireside Theater (P&G, NBC) ......... 46.0 
*Per cent of homes reached in area where program was telecast. 
° . 
Videodex Network TV Ratings 
Week of Feb. 1-7, 1953 
Copyright by Videodex Inc. 
Program Popularity | Total meses Reached 
Rank Program (%) | Rank Progr (000) 
1 I Love Lucy (Philip Morris, CBS, 1 I Love Lucy (Philip arrte, CBs, 
rere ree 63.9 | 2. Bearer ear 3,337 
2 Godfrey & Friends (tipestt & | 2 Godfrey & Friends (Liggett & Myers, 
Myers, CBS, 58 Cities) ........... 52.9 ee 2 are 0,605 
3 Godfrey’ s Talent Secsts tuaer- Lipton, | 3 You Bet Your Life (DeSoto-Ply- 
% & | errr 50.3 | mouth, NBC, 62 Cities) ........ 10,088 
4 Texaco Star Theater (NBC, 54 Cities) ..49.6| 4 Dragnet (Liggett & Myers, NBC, 
5 You Bet Your Life (DeSoto-Ply- | Se ST 5 Saas s Sckkae Ch ab-3 6 8,836 
mouth, NBC, 62 Cities) ........... 49.5\| 5 Colgate Comedy Hour (NBC, 63 
6 Dragnet (Liggett & Myers, NBC, | ESS ee 8,615 
Pr rere 45.6 6 Texaco Star Theater (NBC, 54 
7 Colgate Conady Hour (NBC, 63 | | EP rrr ree 8,602 
SE Se ekedaas sidesedeakedes ss 42.6; 7 Your e of ol | ape Spon- 
8 Your Show of Shows (Several Spon- ee) oe OD eae 7,839 
, -_. & & eeeree 40.2| 8 Fireside 4 (P&G, NBC, 57 
9 Jackie Gleason (Several Sponsors, So , SEP errr 7,120 
2 Berra 38.9| 9 Toast of the ~ (Lincoln-Mer- 
10 Toast of the Town (Lincoln-Mer- | cury, CBS, 46 Cities) ........... 6,922 
cury, COS, 46 Cithes) 2... ccccccce, 38.6|10 Pabst Bouts (NBC, 57 Cities) ...... 6,871 
saa 


NBC Promotes Loudon 

William Loudon, in the televi- | 
sion operations, sales service and | 
traffic departments of National 
Broadcasting Co., Hollywood, Cal., 
has been promoted to sales service | 
manager, western division, TV spot 
sales. 


Sutton Publications Join NBP 
Three publications of Sutton 

Publishing Co., New York, have 

become members of National Busi- 


/ness Publications. The three CCA 


monthlies are Contractors’ Electri- 
cal Equipment, Electrical Equip- 


iment, and Metal-Working. 


Show How 
Advertising Works 


A. D. Lasker’s relentless pursuit 
of the answer to the question, 
What is advertising? was recently 
told in Advertising Age. It has 
probably made many advertising 
and sales executives wonder if they 
know the answer themselves. 

From the opnortunity our busi- 
ness affords us of observing the 
lack of coordination between ad- 
vertising and selling in many a 
large corporation, we suspect many 
don’t! 

If advertising and its relation to 
sales is not clearly understood in 
the top echelons of business, how 
can the men whom advertising is 
specifically designed to help — the 
salesmen and dealers out on the 
firing line—be expected to make 
the most of it? 

Advertising men sometimes fail 


in explaining advertising because 


(Advertisement) 


they don’t know selling and so use 
an approach and language that 
leave salesmen and dealers cold. 
Sales executives sometimes fail be- 
cause they themselves don’t ap- 
preciate how advertising works. 

Helene Curtis Industries, Inc., 
manufacturers of beauty shop sup- 
plies and equipment, are explain- 
ing the merchandising significance 
of their magazine advertising in a 
way that trade factors can under- 
stand. 

They are showing their dealers’ 
salesmen and the 300,000-odd 
beauty shop operators throughout 
the country who use their prod- 
ucts, MILLION DOLLAR SALES- 
MAN. 

This is a Francisco Film, in color, 
that explains, as only a sound film 
can, how magazine advertising 
works. The film has provoked a 
very practical response: beauti- 
cians are “identifying” their shops 
with Helene Curtis and using tie- 
in materials as they have never 
done before. 

You might like to show this film 
to your own salesmen and dealers. 
Better yet, let us create a film es- 
pecially for you, beamed at your 
own salesmen and trade factors, 
showing how the kind of adver- 
tising you do helps them. 


Francisco Films 


185 N. Wabash Ave. Phone: STate 2-0798 
CHICAGO 1 
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The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
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“PACTS That Really Count 
j "about Wisconsin’s A" Market- 


Shipping Problems Loom Large at 
American Retail Federation Meeting 


(Continued from Page 1) 
moments’ respite from “the mael- 
strom.” 

He quipped that his education in 
politics has been short but intense. 

Adding that he has been learn- 
ing something of the functions of 
economics and government, he said 
he had discovered retailers have 
been doing something for the gov- 
ernment without pay—collecting 
taxes—and expressed his thanks. 


@ With Sen. Frank Carlson (R., 
Kan.), chairman of the Senate 
post office committee, sitting near- 
by at an earlier session on shipping 
problems, Mr. Brown argued that 
recent restrictions on inter-urban 
shipments of parcel post which 
were enacted by Congress have 
created a discrimination against 
city people and are a severe handi- 
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“ Have you considered using Kimberly-Clark coated papers?” 


Kimberly-Clark Enamels and Coated Printing Papers add 
crisp freshness and sparkling new eye-appeal to reports, adver- 
tising pieces, brochures and house organs — often at remarkable 
savings in cost. Today—ask your buyer or printer to see new 
Hifect* Enamel, Trufect*, Lithofect* Offset Enamel and 
Multifect*—and compare them with the paper he is now using. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 


"5 Mw. REG. U.S. PAT. OFF, 


cap to retail stores. 

Noting that this was the first 
time parcel post service was cur- 
tailed since it was established, he 
said the present service is less 
satisfactory in some respects than 
at any time in the past. 

He denied that the limitation on 
parcel post will divert profitable 
business to Railway Express, and 
declared that Railway Express 
Agency has been 20 years late in 
recognizing the revolution that has 
been under way in transportation. 


8 Raising the problem of Railway 
Express’ future, he pointed out 
that intercity truck traffic quad- 
rupled in the postwar period and 
freight forwarder business dou- 
bled, taking away the most profit- 
able Railway Express business. He 
expressed doubt that individual 
parcels of the type handled by the 
Post Office could be handled prof- 
itably by Railway Express “at rea- 
sonable rates.” 

He warned retailers that the fu- 
ture of Railway Express is uncer- 
tain. At the present time it is ask- 
ing the Interstate Commerce Com- 
mission for a $72,000,000 rate in- 
crease, and railroads are express- 
ing doubt about the renewal of 
the express contracts which expire 
next February. 


s While the railroads own the ex- 
press agency, they estimate hand- 
ling costs at $221,000,000 last year, 
and transportation payments at 
only $81,500,000. With the 25-year- 
old contracts due to expire, one 
railroad—the Missouri Pacific— 
has notified the Interstate Com- 
merce Commission that it may not 
enter into a renewal. 

Despite the evident interest of 
the retailers, Sen. Carlson avoided 
any commitment on parcel post 
rates or regulations. 

He said both issues will have to 
mark time until his special Senate 
postal investigation has a chance 
to analyze the issues. 

Under questioning by the re- 
tailers he indicated that committee 
action on parcel post might come 
this year only if the- investigators 
arrive at tentative findings while 
Congress is still in session. 
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Information Headquarters of the Billion Dollor Industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St., N.Y.C. * MUrray Hill 7-8771 
CHICAGO. 30 North LaSaite Street (FRamtiie 2 9052) 


SAM FRAMCISCO Sompson Revity Ltd 703 Market Street (DOugias 2 4994) 
LOS ANGELES Simpson Reitty, Lid. Malliberten Boviging DUntirt 61179) 
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Court Reverses 
Ruling on Dan and 
Newspapers South 


JACKSON, TENN., March 4— 
Charles Dan, who left Arkansas 
Dailies Inc., Memphis, last April 
to form his own newspaper repre- 
sentative firm, has been enjoined 
from soliciting the accounts of his 
former employer. 

Reversing the decision of a 
lower court (AA, July 14, Aug. 
4, 52), the Tennessee court of ap- 
peals has ruled that Mr. Dan and 
Newspapers South Inc., Memphis, 
of which he is president and gen- 
eral manager, must abide by the 
terms of a contract he made with 
Arkansas Dailies. 

The contract restrained Mr. Dan, 
for three years after leaving the 
company’s employ, from soliciting 
or accepting the representation of 
any customer represented by Ar- 
kansas Dailies during his tenure 
of employment. 


® In its decision the court of ap- 
peals disagreed with the opinion 
of the chancery court that the con- 
tract had been rescinded or aban- 
doned. Judge John E. Swepston 
also reversed the chancery court’s 
ruling that the three-year period 
was “too long,” saying: 

“...In view of the circum- 
stances of the case as we have 
already attempted to develop them 
and in the light of our Supreme 
Court decisions where longer peri- 
ods of time have been approved 
in cases of prohibition against all 
competition by a former employe, 
we think three years must be held 
to be reasonable.” 


@ On the question of whether Mr. 
Dan acquired any trade secrets 
while employed by Arkansas 
Dailies, Judge Swepston said: 

“In complainant’s brief it is said 
that in a service business the only 
trade secrets are as in the instant 
case. That Dan knew (1) the ex- 
piration dates of each of the com- 
plainant’s contracts, (2) the per- 
centage of compensation to com- 
plainant under each of these con- 
tracts, and (3) the individual prob- 
lems of each customer and the 
personal habits of mind which 
influenced the decision of the 
newspaper publisher. That armed 
with this knowledge he is able to 
approach a customer of complain- 
ant on terms of intimacy and 
familiarity at the right time with 
the right price.” 

Cost of the appeal will be paid 
by Mr. Dan, the court ruled. 


WILLIAM L. DAY 


NEw York, March 6—William L. 
Day, former topnotch agency exec- 
utive, died yesterday at Lenox Hill 
Hospital after a long illness. He 
was 67. 


Bill Day was one of the major 
exponents of a simple, consistent 
theme in an advertising campaign. 
Starting as a salesman for Wels- 
bach Co., his first advertising job 
was ad manager of C. J. Heppe 
Piano Co. Later he became adver- 
tising manager of Frederick Loeser 
Co., Brooklyn department store, 
and moved from there to Curtis 
Publishing Co.’s advertising de- 
partment. 


He entered the agency business 
with Cross Advertising Agency, 
Philadelphia, as a v.p. He joined 
J. Walter Thompson Co. in 1922 
and stayed with JWT until 1929 
as v.p. and chairman of the plans 
board. He was later to hold similar 
titles with Benton & Bowles and 
Foote, Cone & Belding. 

In 1946, in company with F. 
DuSossoit Duke and John V. Tarle- 
ton, he founded Day, Duke & 
Tarleton, an agency which oper- 
ated for four years, and originally 
(1948) handled Lever Bros.’ Surf. 
After Surf left the agency in 1950, 
it dissolved. 


Last Minute News Flashes 


David Mahoney Gets Good Humor from Grey 

Brook.iyn, March 6—Good Humor Corp., frozen desserts, is switch- 
ing its account from Grey Advertising Agency to David J. Mahoney 
Inc., New York. 


Flako Account Switches from LeQuatte to Hoyt 


New Brunswick, N. J., March 6—Flako Products Corp. has named 
Charles W. Hoyt Co., New York, to handle its Flako line. The account 
was previously with H. B. LeQuatte Inc., New York. 


Birds Eye Opens $20,000 Lenten Contest 


New York, March 6—A Lenten promotion for Birds Eye fish dinners 
—fish fillets, green peas and French fried potatoes—is being run in 
newspapers exclusively in 35 selected markets by General Foods. A 
trip to Trinidad for two highlights $20,000 worth of prizes for best 
statements on “I serve Birds Eye fish dinners because...’ Young & 
Rubicam is the agency. 


‘Better Living’ Shakeup Continues; Other Late News 


New York, March 6—Better Living, store distributed monthly put 
out by McCall Corp., today got closer to the end of a top-to-bottom 
shakeup with the announcement of seven staff changes. Among them, 
Barbara Olson Hodgkins, former associate fashion editor of McCall’s, 
to be fashion editor, and Brice Farwell, formerly with Charm, to be 
advertising production manager. Better Living recently got a new 
president and publisher, a new v.p. and a new editor (AA, Jan. 26). 


e Curtis Publishing Co., Philadelphia, this week reaffirmed its policy 
of not accepting ads which may be mistaken for editorial material. 
Arthur W. Kohler, v.p. and advertising director, warned advertisers 
and agencies in a letter that “this kind of advertising seems to be in- 
creasing” and that “possible advantages are dissipated by reader re- 
sentment when what was thought at first sight to be editorial content 
turns out to be an advertisement.” 


e American Broadcasting Co. came through with its first big talent 
deal since the merger with United Paramount Theaters last week by 
signing George Jessel to a long-term radio-TV contract. Mr. Jessel, 
whose contract for a once-a-month appearance on NBC-TV’s “All- 
Star Revue” expires in May, reportedly will receive a minimum of 
$100,000 annually for his services as a performer, producer and network 
“good will ambassador.” 


e Barbasol Co., Indianapolis, has revived its “Singin’ Sam” theme 
song, first aired in 1920. Revival of “the first radio singing com- 
mercial” stems from research by Erwin, Wasey & Co. showing that 
nearly everyone over 25 recalls the jingle. 


e Lever Bros. Co., New York, will break advertising for its new 5¢ 
Swan soap in the New York and Newark divisions the week of April 
12. This will put 5¢ Swan in five areas across the country. Large space 
newspaper and radio promotion is planned, as well as a heavy pub- 
licity campaign. Batten, Barton, Durstine & Osborn is the agency. 


e Harold Burson, New York public relations counsel, and William 
Marsteller, president of Marsteller, Gebhardt & Reed, Chicago, have 
formed Burson-Marsteller Associates to handle public relations for in- 
dustrial firms and trade associations. Mr. Burson is president of the new 
company, and Mr. Marsteller, who will continue to head MG&R, is v.p. 


e Robert E. Ryan, assistant media buyer for Needham, Louis & Brorby, 
Chicago, for the past five years, has been named media buyer for 
Foote, Cone & Belding, Chicago. 


e The Atomic Energy Commission, the Advertising Council and three 
major radio-TV networks will collaborate on March 17 in showing 
the effects of an atomic bomb explosion. A bomb will be set off in 
Yucca Flat, Nev., at 8:20 a.m., EST. American Broadcasting Co., 
Columbia Broadcasting System and National Broadcasting Co. will 
carry the explosion live, return later during the day to examine ef- 
fects on frame dwellings, motor vehicles and bomb shelters, and films 
will be distributed for showing on individual stations that night. 


the new Postmaster General. 

Hearings for Mr. Summerfield’s 
proposed rate increases were set 
by the ICC for April 14. 


J. STEPHEN FLYNN 
New York, March 6—J. Stephen 


Summerfield Ups 
Ante on Parcel 


Post Rate Hike 


WASHINGTON, March 5—The In- 
terstate Commerce Commission’s 
hearing on proposed increases in 
parcel post rates was unexpectedly 
postponed this week to enable the 
Post Office Department to revise 
its proposals—upwards. 

Hearings were to begin March’ 
3 on a schedule of increases which | 
would bring the department be- 
tween $125,000,000 and $135,000,- 
000 in additional parcel post rev- 
enue, based on returns during the 
first six months of 1952 (AA, Dec. 
8, 52). Parcel post volume during 
this period was $202,426,000. 

But Postmaster General Arthur 
Summerfield, who has been ex- 
ploring the 20¢ surcharge on odd-| 
size parcels suggested by former 
Postmaster General Jesse Donald- 
son, filed new proposals today 
asking for approximately $10,- 
000,000 more from straight parcel 
post rate increases. 

The 20¢ surcharge scheme, which 
would have been effective April 


1, has been dropped completely by 


Flynn, 68, a former assistant cir- 
culation manager of Cosmopolitan, 
died March 4 at his home here. A 
native New Yorker, he started his 
career as a reporter on the New 
York Post. From 1906 to 1913 he 
was an advertising salesman for 
Cosmopolitan, Harper’s Bazaar, 
and Motor Boating. Until 1934 he 
was in the circulation department 
of Cosmopolitan. From then until 
he retired in 1940 he was associated 
with Carl Byoir & Associates, pub- 
lic relations. 


ALFRED J. BOAZ 

EVANSTON, ILL., March 5—Alfred | 
J. Boaz, 61, for the past 10 years 
|an advertising salesman for Par- 


| products and services is relatively 


New York, March 5—It’s been, 
a rough week for the fair traders. 

On the heels of a Georgia ruling) 
which outlawed fair trade in that, 
state (AA, March 2), the New 
Jersey state supreme court ruled 
this week that retailers cannot be 
bound by price agreements unless 
they willingly consent to them. 
This means that retailers are not 
bound to fair trade just because 
they sign an invoice for goods re- 
ceived, with a minimum resale 
clause stamped on the paper. 

The suits—four of them—were 
brought against state retailers by 
Hoffman-LaRoche Inc., Johnson & 
Johnson, Colgate-Palmolive-Peet 
Co. and Lambert Pharmacal Co. 
The rulings affirmed decisions 
handed down by lower courts. 


# In two of the opinions the court 
ruled that they were interstate op- 
erations coming under the regula- 
tions of the Sherman Act and the 
Miller-Tydings Act. The latter, 
the court held, mentions only min- 
imum price contract signers and 
in no way restricts non-signers. 

The third case upheld a ruling 
that a retailer was not obligated 
to maintain a fair trade contract 
signed against his will (i.e., in or- 
der to receive goods). 

While most newspapers reported 
this as a blow to fair trade, the 
Bureau of Education on Fair 
Trade took a different view. In a 
release headlined: “N. J. High 
Court Reaffirms Constitutionality 
of State Fair Trade Law,” the bu- 
reau noted that the suits were 
“ancient history” because they con- 
cerned injunctions granted against 
fair trade violators prior to the 
enactment of the McGuire bill last 
July. 


s Bureau Director Maurice Mer- 
mey said: “These rulings still leave 
the door open for actions to secure 
new injunctions, under the Mc- 
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New Jersey and Georgia Courts Aim Blows 
at Fair Trade Laws in Their States 


Guire Act, to restrain retailers who 
have not signed fair trade con- 
tracts, with respect to fair trade 
violations committed since the en- 
actment of the McGuire bill.” 

His comment, however, points 
up even further the rising need for 
federal review of the McGuire Act 
because conflicting state court 
rulings seem destined to upset the 
law, state by state. 

Fairchild News Service reported 
this week that Sen. Hubert Hum- 
phrey (D., Minn.), a fair trade ad- 
vocate, felt a need for new con- 
gressional hearings on the entire 
issue. Rep. Emanuel Celler (D., N. 
Y.) reiterated his opinion that the 
McGuire Act would be ruled un- 
constitutional by the U. S. Supreme 
Court. 


« In Baltimore, a district court 
judge this week granted an in- 
junction against MacMillan & Sons, 
Elkton, Md., in an action brought 
by Sunbeam Corp. to halt the 
dealer from selling Sunbeam prod- 
ucts below fair trade prices. The 
ruling upheld the validity of the 
Maryland fair trade law. 

Auspiciously, the fair trade bu- 
reau just published a 76-page sur- 
vey analyzing the legal, social and 
economic aspects of fair trade. 
Most retailers, it said, favor fair 
trade, while the opposition is “a 
small but highly visible and vocal 
minority.” 

“While both giant retailers and 
independents carry popular na- 
tional brands,” the bureau publica- 
tion points out, “the mastodons of 
the market place simply cannot af- 
ford to permit any competitor to 
acquire a reputation for undersell- 
ing them. The cost of price wars to 
them, however high, is cheap com- 
pared to the cost of a lost reputa- 
tion and lost customers. To the 
modest independent, the cost of 
price wars is lost reputation and 
business death.” 


NIAA‘s Wedereit 
Urges Advertising 
Reserve Fund Law 


PHILADELPHIA, March 5—New ef- 
forts should be made by adver- 
tisers to get legislation enacted so 
corporations can create a funded 
reserve earmarked for advertising 
and sales promotion when business 
is bad. This is what Gene Wedereit, 
president of National Industrial 
Advertisers Assn., told an all-day 
session of Eastern Industrial Ad- 
vertisers here today. 

“An increasing number of im- 
portant men in business, economics 
and advertising,’ Mr. Wedereit 
said, “keep rekindling the torch 
known as ‘reserve for future 
spending.’ Provision in actual cash 
reserve for promotion when it is 
most needed is most likely to be- 
come a reality first in industrial | 
advertising. Even in periods of 
peak production and high sales, 
industrial advertising is planned 
for projected reaction rather than 
overnight returns. | 


e “Also,” said Mr. Wedereit, who| 
is director of advertising of Gird-| 
ler Corp. and Tube Turns Inc.,| 
Louisville, “the per cent of income | 
assigned to advertising industrial 


small, particularly during lush pe- 
riods... 


Ink,” Mr. Wedereit reminded his 
listeners, “have long been cham- 


pions of this cause. So has the 


Committee for Economic Develop- 
ment and G. Rowland Collins, dean 
of the school of business, New York 
University.” 

A reserve for future sales pro- 
motion is not now permissible un- 
der present tax laws, Mr. Wedereit 
said. Legislation will be necessary, 
and revitalized effort is needed 
now, he said, to get something 
done. Both Canada and Sweden, 
he said, have passed enabling leg- 
islation so corporations may set up 
funded reserves for future spend- 
ing. 


Sallade Named General Ad 
Head of St. Paul Papers 


Thurman W. Sallade has been 
appointed manager of general ad- 
vertising for the St. Paul Dispatch 
& Pioneer Press. 
He succeeds Pet- 
er Benziger, who 
resigned Jan. 1. 

Mr. Sallade 
formerly was ad- 
vertising manag- 
er for the Patriot 
Ledger, Quincy, 
Mass., a post 
which he held for 
seven years. He 
began newspaper 
work in 1932 as a 
staff member of 


Thurman Sallade 
the Eagle, Reading, Pa. 


Mathes a Viscose Agency 


i 


ade, died March 4 in his home here. 


| Before joining Parade, Mr. Boaz! 


was, for 10 years, with Puck—The 
Comic Weekly. 


Bizzell Joins Leo Burnett 

_ Herman A. Bizzell, formerly as- 
sistant regional advertising man-| 
ager of Socony Vacuum Oil Co. in | 
Chicago, has joined Leo Burnett} 
Co., Chicago, as a merchandising | 
specialist. | 


“If the mechanics and accounting | 


procedures could be set up, The report of account changes 


whether government or business 
sponsored, to create a funded re- 
serve earmarked for promotion 
when business is bad, then all ad- 
vertising, particularly industrial 
advertising, will have an even 
more important place in the Amer- 
ican economy. 


@ “ADVERTISING Ace and Printers’ 


in the agency billings roundup 
(AA, Feb. 23) failed to make clear 
that while American Viscose 
Corp.’s high fashion advertising 
went from J. M. Mathes Inc. to 
Hirshon-Garfield, which already 
handled a special trade campaign, 
Mathes retained much of the ac- 
count. Mathes handles institution- 
ai, technical trade and public re- 
lations advertising for American 
Viscose, along with publicity. 
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Seiberling Export V. P. 


7 


Claude Pitts has been named vice pres- 
ident and general manager of Seiber- 
ling Rubber Export Co., Akron. He 
is one of 438,043 daily Wall Street 
Journal readers from coast-to-coast. To 
reach men who are stepping up in 
business, advertise in America’s Onl 

National Business Daily. What an ad- 
vertising medium! 

(Advertisement) 


, 


; 
2 
g. 


‘International Correspondence Schools | § 
Awaits 6,000,000th Student Next Month | 


| New York, March 4—Interna- 

= | tional Correspondence Schools, the 
=| poor man’s Princeton, will wel- 

, come its 6,000,000th student some 

*|time in April. 

This is “a record never achieved 


| before by any educational institu- 


_|\tion in the world,” Lawrence W. 
'| Tice, ICS president, told yester- 
| day’s meeting of the Sales Execu- now offers 303 standard courses 
| covering industrial, technical and 
| Mr. Tice said the fires of ambi-| business vocations. In addition, 
4 tion, self-help and self-improve- special employe training plans are 
3 | ment still burn strongiy in Ameri- provided for 4,330 corporations 


| tives Club. 


/ca and offered “the world’s school- 
house” with 125,325 active students 
to support his assertion. 

While its greatest satisfaction 
“comes from the success achieved 
by the average student,” ICS is 
proud of the names which grace its 
hall of fame: Arthur Godfrey, 
Eddie Rickenbacker and Stuart 


President, graduated as a civil en- | 
gineer from ICS in 1905, and ond t 
diploma now hangs in the Eisen- | 
hower home, which has become a. 
part of the Eisenhower museum in | 
Kansas. 

From its initial course on mine 
safety, developed as a consequence 
of many accidents in mines, ICS 


and 240 railroads, Mr. Tice said. 
Early in its history ICS found 
that field representatives were the 
most practical and economical 
means of maintaining enrollment. 


NEW FOR GENERAI. MILLS—These are the new packages for General Mills’ forth- 
coming sweetened dry cereals, Sugar Smiles and Sugar Jets. Each has a blue back- 
ground with contrasting red and yellow copy. (Story on Page 35.) 


The school now has 956 represent- 
atives in the U.S. and Canada. 

Mr. Tice told of the ICS repre- 
sentative who sold a course to a 


DeVoto Hits TV ‘Cultural Corruption’ 


Symington, among others. policeman who stopped him for a 
traffic violation. When this same 
salesman built his home he en- 


rolled his plumber’s helper, a 


|® David Eisenhower, father of the 


THE HARTFORD COURANT 


painter, a carpenter and a young 
electrician. 


® ICS mail order techniques are 
constantly subjected to “new test- 
ing methods that give us improve- 


e ment in results and reduce costs,” 


1,329, 


IN ADVERTISING IN 


19 


This is a 


over the previous year. 


The reasons: 


3 


results than 


YOU CAN’T COVER CONNECTICUT WITHOUT THE COURANT 


The Courant covers Greater 
Hartford PLUS prosperous 
growing cities and towns 
throughout half of Connecticut. 


1952 was also a year of tremen- 
dous circulation gains. 


Courant advertising gets better 


Mr. Tice said, adding that ICS is 
getting coupon inquiries from its 
advertising at less cost today than 
it has in many years. 

During one recent month, re- 
| sponse to ICS advertising in Amer- 
ican publications included 303 in- 
quiries from 61 different countries, 
the ICS president said. Although 
less than 5% of American maga- 
zine circulations go to Canada, 
coupon replies from there are sub- 
stantially greater than the per- 
centage of circulation, he added. 

ICS has achieved better results 
at lower costs through better ad- 
vertising, according to Mr. Tice, 
who pointed out that ICS and its 
agency, N. W. Ayer & Son, have 
one of the longest associations on 
record— 

The agency started handling the 
account 58 years ago. 


6/0~ 


52 


9% gain 


Indian Head Department 
Separates from Textron 


The Indian Head department of 
Textron Inc., New York, has been 
reorganized as a separate corpor- 
ation, Indian Head Mills Inc., com- 
prised of two _ cotton-producing 
plants in Cordova, Ala.,° and 
Nashua, N. H. Textron common 
stockholders will receive 119,654 
shares of common stock in the new 
corporation for their Textron in- 
terests. 

James E. Robison, formerly ex- 
ecutive v.p. of Textron, is presi- 
dent of Indian Head, and Charles 
O. Wood, formerly general man- 
ager of the Textron division, is 
v.p. in charge of sales. Advertis- 
ing and sales promotion plans for 
Indian Head products have not 
been changed for 1953 by the re- 
organization. 


ever, 


Four Join Campbell-Ewald 


Elliott E. Redies, formerly a 
senior account executive for Mac- 
Manus, John & Adams, has been 
named an account executive for 
Campbell-Ewald Co., Detroit. Clif- 
ford D. Rice, previously with Mc- 
Cann-Erickson, has been named 
an art director. S. Scott Wigle, for- 
merly with Wigle, Wilson & As- 


Boston, March 6—Bernard De-|'modern advertising developed 
Voto, Pulitzer prize-winning his-' from a misconception, failure to 
torian, takes television sponsors understand that when the intelli- 
and admen to task for TV’s “cul- gence-testers classified the normal 
tural corruption” in an article in| mind in the age group of 12 years, 
the current issue of Harper’s Mag- they did not mean that adults are 

zine. children. 

As an example, he cited a se-| “The public is brighter than ad- 
quence on NBC’s “Kate Smith vertising has ever believed. It is 
Show,” which as a whole he con-| less dependent on sweets, and it 
sidered better than average fare.|is less timid. It is a damned sight 

“We were, for some reason I less timid than the agencies or the 
missed, suddenly seeing news shots networks.” 
from Korea,” Mr. DeVoto wrote. | 


“It developed that they were not Cheyrolet Puts Shore on Air 


made by a newsreel company or The Chevrolet Motor division of 


by the military authorities but by,| General Motors Corp., Detroit, has 
or at least for, Miss Smith’s show. | signed Dinah Shore, its television 


Somebody was interviewing some|star, for a twice-weekly radio 
wounded Marines at a field hospi- | show (Monday and Friday) which 
tal. It was a profoundly moving) will start March 23, 10-10:15 p.m., 
experience; somehow it concen-| EST, over NBC. Miss Shore's tele- 
trated and sharply focused the vision program for Chevrolet is on 
tragic necessities of this war... an RST — s at 7:30 
Then the shot ended and Miss|\~" ” ~~” ’ ; 

Smith began to describe, with her 
personal and expert warmth, the 
merits of canned orange juice. 


Air Express to Graff Inc. 


Air Express International Agen- 
cy Inc., New York, international 
air-freight service, has appointed 
Harry W. Graff Inc., New York, to 
handle its advertising, sales pro- 
motion, and public relations. The 
company has had no _ previous 
agency. 


# “So two things. Why is the Ma- 
rine Corps permitted to commer- 
cialize the bravery and suffering 
of Marines by putting them at the 
disposal of an advertising agency? 
And why are the makers of the 
goods which Miss Smith advertises 
permitted to profit from that brav- 
ery and suffering? This is not only 
wrong, it is tawdry and degrading, 
it is an unspeakable affront to 
everyone, and all the worse be- 
cause it is so blithe.” 

Example No. 2 of this type of 
corruption, he wrote, was an un- 
identified program which presents 
people who have performed cou- 
rageous and heroic acts teamed 
with the individuals they assisted. 
The program gives the latter a 
chance to reward their benefactors 
with prizes and money if they 
know the correct answers. The day 
Mr. DeVoto caught the telecast it! 7 
featured a man who had been! © 
saved from a cave-in by two com-| 7 
panions, 


Silv-A-King to Rosenbloom 

Electro Silv-A-King Corp., Chi- 
cago maker of commercial and in- 
dustrial fluorescent and _ incan- 
descent lighting equipment, has 
appointed Irving J. Rosenbloom 
Advertising, Chicago, to direct its 
advertising. 


PIONEER 
Balloons | 


Cosmetics 


s Asserting that that type of show 
could only have been “thought up | 
by a huckster,” the historian | 
wrote: 

“Presumably the sponsor, so long | 
as the rating remained satisfactory, 
did not care that courage and self- _— parents are America’s original “Captive 
sacrifice had been vulgarized, that | re», cane te Pressed Pan 
his ad writers had besmirched hu-_ 


Recent successes of 
PIQNEER Qualatex 
“Floating Billboard” Balloons in intro- 
ducing beauty products prove again that 


too! They demand the brands that give 


oy 


ew 


sociates, New Orleans, joins the | man decency. But the sponsor— 
public relations department. Thom- and the network—might take ac- | 
as G. Moore has been named pro-|count.of the revulsion which the | 
et isin = riends | spectacle arouses, the feeling that | 
Chevrolet Motor division of Gen- | We ie the poe Aer ge ane Manag 

s Corp. ’ ’ 
ae . | who have watched a private sanc- 
‘tity publicized to sell goods.” 


Jacobson Joins Barnes Chase Mr. DeVoto, who based his eval-| 
Roland E. Jacobson, formerly | uation mainly on 24 hours of al- 
copy chief and creative director | most solid viewing on Boston’s two 


@ premium. 

Stimulate sales of any product with low- 
cost PIONEER balloons as package in- 
serts, tie-ons or self-liquidators. Gorgeous 
colors, printed in non-fading crackless 
pigments. Our Ad Service Department 
gives you ideas, samples, imprint infor- 
mation. Write to The 
“>, PIONEER Rubber Com- 
y  )bany, 108 Tiffin Road, 
Willard, Obio. 


with Davis & Co., Los Angeles, 
has been appointed to the execu- 


4 oro y tive staff of Barnes Chase Co., Los 
| Angeles agency. In addition to be- 


Represented Nationally by Gilman, Nicoll and Ruthman 


ing on the creative staff, Mr. Ja- 
cobson will assist in new business 
development. 


| stations, said he was surprised by 
‘the lack of variety. This too, he 
‘laid at the door of Madision Ave. 
He said: 


with PIONEER QuaLatex 


" @ 4 LLBOARDS 
“loaTine a Gi Abate 


|@ “The entire ethic and practice of! 


a/ 
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Frozen Food Industry Worries Over 
‘Too Much Growth,’ Too Many Brands 


(Continued from Page 2) 
kist’s second year in the frozen 
foods field. 


s The company’s 1953 promotional 
plans center around “Super Cir- 
cus,” Sunday afternoon children’s 
show which is telecast over 42 
ABC-TV stations. Sunkist will ad- 
vertise its frozen lemonade and 
orangeade during the second half 
of the show for 13 weeks starting 
June 7. 

Supporting devices wili include 
a Sunday comics strip in the Met- 
ropolitan Group and 24-sheet post- 
ers in key markets. “Sunkist 
lemonade in ten seconds” will be 
the main theme, though there will 
also be a strong health-value ap- 
peal. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


PENNIES FOR ART 
INSTEAD OF DOLLARS 


More than 300 subjects, more than 
1,000 reproduction prints—art back- 
grounds, design elements, illustra. 
tions, cartoons, hand lettering. house 
utility devices and 
including two-color 
what you get 


organ elements, 
other features 

seoparations—that's 
monthly in the. . 


300 SUBJECTS, 1000 PRINTS 


Monthly cost less than 5 cents per 
subject, not much more than 1 cent 
per reproduction print. Besides all 
this 20 or more ‘‘How to Use" 
ples in two or three colors, 
more about it. . . 


Sain 
Know 


ns a em ll 


Unite FORFR 


MULTI-AD SERVICES, INC. 


105 Walnut St. + Peoria, Illinois ‘ 


EE SAMPLES | 


| 
| 
| 
| 
| 
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Freezer Owners Assn. of Amer- 
ica Inc., New York, eastern freezer 
food plan organization, will enter 
Chicago in April, according to 
John M. Bess, founder of the non- 
profit organization. 

Interviewed at the convention, 
Mr. Bess remarked on the sudden 
upsurge in distributor interest in 
FOA—in marked contrast to their 
attitude a year ago. He estimated 
that in three days of the conven- 
tion FOA signed up enough new 
distributors to increase the number 
of franchised dealers by 40%. 


# Asked whether name _ brand 
packers have shown signs of en- 
tering FOA’s direct distribution 
system, Mr. Bess stated that, while 
these packers were “all violently 
opposed” last year, their attitude 
has changed now because of the 
huge food plan dollar volume. 
“They’re all cooperating now,” he 
said, “as long as the plan is based 
on proper representations to the 
consumer.” 

Questioned about the feeling 
among distributors that the freezer 
food plans are cutting them out, 
Mr. Bess asserted that it is the 
supermarkets who have been mak- 
ing direct deals with the packers, 
and thus cutting out the distribu- 
tors. 

“Food plan operators through- 
out the country are buying through 
local distributors on a preferential 
basis which still allows them to 
pass on price cuts to the con- 
sumer,” he maintained. 


NAME BRANDS GET 70% 

OF FROZEN FOOD SALES 
Cuicaco, March 4—Nationally 

advertised brands account for bet- 

ter than 70% of sales in the ma- 

jor frozen food classifications, ac- 


‘cording to a recent survey con- 


a 


ve 
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TAXIPOSTERS 


Colorful, attractive Taxiposters are always 
in the center of crowds. No waiting for 
persons to gather... 
periods. Taxiposters travel 24 hours a day 
and cost as little as a penny per poster 
for five to seven miles. Write us for 
details and availabilities. 


no lull or slow 


WM. E. WHALEY COMPANY 


136 So. Fourth Ave. 


Louisville, Ky. 


Newman, Chicago manage 


CANNING SEASON—To honor food industry representatives in Chicago for the 
National Canners Assn. meeting, Curtis Publishing Co. held a buffet supper. Enjoying 
the party are (left to right) Morton Bailey, manager of The Saturday Evening Post; 
Ward H. Patton, v.p. in charge of sales and advertising, Green Giant Co., and B. E. 


r, Ladies’ Home Journal. 


ducted by Quick in cooperation! 
with Quick Frozen Foods, industry 
magazine, 


A report of the study, published 
| in QFF’s March issue, was distrib- 
uted to members of the frozen 
foods convention here. 

The survey of 142 of QFF’s chain 
store subscribers found an impres- 
|sive uniformity in percentage of 
'brand name sales among concen- 
trates, vegetables, fruits, seafoods, 
meat and poultry. Only in the spe- 
cialty items did the name brands’ 
| share fall below 60%. 


# The study also revealed that 
most of the chain stores carry a 
relatively small number of brands 
The average was reported as three 
brands, two of which are nation- 
ally advertised. 

Other findings relative to the 
importance of brand advertising to 
frozen foods are as follows: 

1. There is considerable brand 
turnover in the field, but the name 
brands seem to be added more fre- 
/quently and dropped at a slower 
| rate. During the past year national 
brands comprised 53% of brands 
added, and only 41% of brands 
| dropped. 

2. The most powerful reason for 
chains adding brands is that they 
are “good products at a good 
| price.” On the other hand, price 
and quality are second to consum- 
er acceptance as reasons for drop- 
‘ping a brand. 


|@ 3. Frozen foods are getting al- 
most, but not quite, their share 
| of local store advertising. Account- 
|ing for about 4.8% of the chains’ 
food dollar volume, they are being 
given, on the average, about 4.2% 
of local ad space. 

4. There can be much greater co- 
ordination of advertising between 
the packers and the chains. Three- 
|quarters of the chains never, or 
only sometimes, use mats, art 
,/work and copy supplied by the 
packer. The use of point of sale 
material is greater, but it too can 
_be increased, the survey found. 


‘Stanley Johnson Joins KCBS 


Stanley Johnson, formerly with 
Kelley-Clarke Co., has been ap- 
pointed national sales representa- 


ABBB Foundation 
to Back Research 


in Business Ethics 


New York, March 4—A founda- 
tion to sponsor research in the 
fields of business ethics and busi- 
ness-consumer relations has been 
established by the Assn. of Better 
Business Bureaus. 

Named the Better Business Bu- 
reaus’ research and _ education 
foundation, the new organization 
has been granted an “absolute” 
charter by the education depart- 
ment of New York State Univer- 
sity at Albany. 

Purposes of the foundation, now 
in the process of organization and 
financing, are described as three- 
fold: 

1. To promote research in the 
field of economics and to make 
grants for this purpose to recog- 
nized U. S. and Canadian educa- 
tional organizations and scholars. 

2. To publish, or finance the 
publication by others, of the re- 
sults of these investigations. 

3. To provide consultative serv- 
ice to educators and otherwise en- 
courage the founding of economic 
courses in U. S. and Canadian ed- 
ucational institutions. 


# John N. Garver, Buffalo barfker 
and immediate past president of 
the ABBB’s board of governors, 
has been elected chairman of the 
foundation’s board of trustees. 

In describing the foundation, Mr. 
Garver says the ABBB is convinced 
“that the great majority of busi- 
ness consumer problems can be 
avoided or materially reduced by 
helping the public get a better 
understanding of the basic eco- 
nomic factors which govern their 
daily dealings with business.” 

The foundation, up to this point, 
has been financed entirely by 
ABBB executives. Incorporating 
trustees include Mr. Garver, v.p. 
of Manufacturers & Traders Trust 
Co.; John R. Buckley, publisher, 
Good Housekeeping; Dr. Claude V. 
Courter, superintendent of Cin- 
cinnati schools; Arthur S. Albright, 
executive v.p. of Detroit Edison 
Co., and Charles H. Kellstadt, v.p. 


tive with KCBS, San Francisco. 
He succeeds G. E. (Buck) Hurst, 
who has been promoted to sales 
manager of CBS Radio spot sales 
‘in Los Angeles. 


‘Gazette’ Promotes 2 Execs 
William Alton, who has been ad- 
vertising manager of the Gazette, 
| Berkeley, Cal., has been promoted 
to advertising promotion manager. 
| Al Horn, national advertising man- 
| ager, succeeds Mr. Alton. 


Adkisson to Free & Peters 


George B. Adkisson, 
| with the Chicago office of Henry I. 
Christal Co., radio station repre- 
| sentative, has joined the Chicago 
office of Free & Peters, radio-TV 
station representative. 


formerly | 


| of Sears, Roebuck & Co., Atlanta. 


| Snow Opens Own Agency 


| Brook Hill Snow Advertising 
| Agency has opened offices at 1615 
| 21st Ave., Greeley, Colo. Mr. Snow 
'formerly was with the advertising 
| department of Shaw-Walker Co., 
|Muskegon, Mich. Hydraulics Un- 
| limited Co., Eaton, Colo., maker of 
_truck hoists, has named the agency 
- handle its advertising. 


ABC-TV Promotes Kearney 
_ Don L. Kearney, national sales 
/manager for ABC’s owned-and- 
‘operated TV stations, has been 


73 


ideas 
from 


RCA VICTOR 


Want to coax a car fo give 
its own sales pitch? 


eee eeeeneereereeeeeaee eee eeeeeeenee 


Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 


uses for records. 


A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 


Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


If it’s your job 
to help 
“move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
to the moon 
as a premium? 


A smart travel 
bureau which 
offers a record of 
foreign phrases 
with a ticket to 
Europe might put 
competition out 
of business! 


Ty. 


*veee . **eeee 


G-30 


New York 20: 630 Fifth Avenue 
JUdson 2-5011 


Chicago 11: 445 N. Lake Shore Drive 
WHitehall 4-3215 


Hollywood 38: 1016 N. Sycamore Ave. 
Hillside 5171 


pro:noted to assistant national TV 
| sales manager for the network. His 
office is in New York. 


Radio Corporation of America, RCA Victor Division 
TMKS® 
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For each advertising 
dollar you spend, LOOK 


delivers more readers 


in car-owning families 


than any of the other 


big magazines in the 
weekly field . . . Life, 
Post or Collier’s. 
LOOK makes your 

ad dollars work harder. 


More than 20 million readers every issue... 


one of the largest magazine audiences ever assembled. 


GARDNER COWLES, EDITOR 
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